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Cowles Brothers Build 
a $50,000,000 ‘Empire’ 


‘Tall Corn Viewpoint’ 
and Reader Research 
Win Giant ‘Audience’ 


By LAWRENCE M. HUGHES 


New YorK—Events continue to 
press fast on each other in the 
publishing and broadcasting career 
of John and Gardner C. (Mike) 
Cowles: 

In July, their little newsweekly 
Quick, first tested in a few mar- 
kets in May, went national with 
an estimated 500,000 circulation. 

In July, 13-year-old Look an- 
nounced average paid circulation 
in the first half of 1949 above 
3,000,000; released annual “audi- 
ence” data showing its total 
reader group risen to 18,453,000, 
and—at a time when most major 
magazines had smaller advertising 
revenue—could claim a gain ol 
17.8% in the first half from the 
first half of 1948 and estimate en- 
tire-year-1949 volume up 25% to 
$15,000,000. 

in June, the Des Moines Regis- 
ter and Tribune marked their cen- 
tennial by pointing with pride to 
a daily circulation of 369,000, or 
almost twice the 196,000 population 
ot Des Moines itself; a Sunday cir- 
culation exceeding 500,000, and 
an advertising volume ot 25,000,000 
lines annually. 


a In May, the Minneapolis Star 
and Tribune moved with great 
tantare into a new six-acre plant, 
from which emerge 465,000 paid 
copies every weekday and 585,000 
each Sunday. They carry enough 
advertising—the Sunday Tribune 
last year, tor example, ranked 13th 
in total advertising among ail U. 
S. Sunday papers—to make this 
pair the biggest money-maker ol 
all Cowles properties. 

And with 5,uv0U-watt AM radio 
stations already operating in Des 
Moines, Sioux Cuity-Yankton, 5S. 
U., Boston and Washington, Mike 
Cowles could tell AA that “we 
vlan definitely to have television 
stations in Des Moines, Minneapo- 
is and Boston.” 


« ine vaiue oc ail their present 
JUDuSnINg ana broadcasting prop- 
‘Tues, wixe esumared, aads up to 
ADOUL PVU,VUU,UUU. 

Uiner tnan o estimate Look 
al $1U,UUU,UUU, ne did not break 
140Wh wine lolal. “ne Ves Moles 
1ewspapers probabiy are Wortn 
more wian 919,Uuu,vuU and te 
minneapolis newspapers nearly 
32U,UUU,v00. With reiated proper- 
ues, such as the 4,1dé¥-seal KON. 
ineater in Des Moines, the iLour 
2,UUU-walt stations propably couia 
be sold tor several muilion. 

In 15 years the Cowles “boys” 
(Jonn is now 90, Mike 46) not only 
trebled in value but extended na- 
tionally im intiuence the Des 
Moines publishing business their 
father developed. 

Already Mike can talk in terms 
of a “5,000,000 circulation” and 
a “25,000,000 audience” potential 
tor Look, which now claims to 

(Continued on Page 38) 


SHIFT—After a year of featuring its now 
well-known “sleepers” in various posi- 
tions and illustrating its product against 
a white background, Englander Co., Chi- 
cago, this fall will put the sleepers in 
shadow boxes and the product in a 
bedroom setting. Typical of the series 
is this four-color copy scheduled for the 
Sept. 12 Life. Leo Burnett Co. is the 
agency. 


Gardner Gets 
Go Ahead Signal 


on Army Account 


Sen. Thomas Will Offer 
No Objection; Clearance 
Awaits Appropriations 


WASHINGTON—The Senate ap- 
propriations committee reported 
out legislation providing for Army 
and Air Force advertising last 
week, and there was apparently a 
“green light” for the services to 
go through with their plan for a 
contract with Gardner Advertising 
Co. 

Completion of the contract with 
Gardner has been held up, top de- 
fense officials said, pending the 
completion of the investigation 
which has been under way in the 
appropriations committee (AA, 
July 18). 

The money for the advertising, 

(Continued on Page 8) 


Market and Media 


data for the asking. See 
‘Info. for Advertisers,’ 
Page 46. Other features: 
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Jewelry Buying 
Slow, “48 Sales 
May Be Off 15% 


Promotional Items, Ad 
Services Find Demand 
at 1949 Chicago Fair 


Cuicaco—The happiest people 
at the National Jeweiry Fair last 
week were exhibitors with “ac- 
count opener” merchandise and the 
nalt-dozen syndicated ad mat and 
advertising assistance services. 

Members of the National Asso- 
ciauon of Credit Jewelers, sponsor 
of the annual meeting and trade 
snow, seemed convinced that they 
would have to build customer traf- 
tic in their stores in order to sell 
merchandise this tall—and they 
were wide open to all suggestions 
tor building that traffic. 

Retail jewelry sales rose spec- 
tacularly trom about $360,000,000 
in 1939 to a peak of $1.54 billion 
in 1946. Since that time, retail 
voiume has slowly tapered off— 
to $1.49 billion in 1947 and $1.38 
billion in 1948. Business this year, 
according to William Wagner, 
executive secretary of the asso- 
ciation, will be from 10 to 15% 
below the 1948 level. 

Unlike retailers in many of the 
industries holding exhibitions this 
spring and summer, an impressive 
proportion of the credit jewelers 
have not worked inventories down 
to the point where they are forced 
to begin buying again. 


m Thus silver wholesalers, for the 
most part, were slightly disap- 
pointed in the orders written; 
watch manufacturers and distribu- 
tors, fountain pen makers and 
typewriter manufacturers were 
reiatively satisfied with sales ac- 
uvity, and exhibitors with mer- 
cnandise caiculated to make peo- 
pie open accounts found the show 
(Continued on Page 51) 


PUN SWEET PUN—This is one of the 
newspaper ads in a new campaign that 
includes 24-sheets, station “A” boards 
and direct mail pieces, prepared for 
Standard Oil Co. of British Columbia by 
O’Brien Advertising, Vancouver, B. C. 


Farm Ad Revenue 
Up 6.1% During 
First 6 Months 


Cuicaco—Advertising revenue 
ot 40 farm publications measured 
both this year and last by Farm 
Publication Reports, Inc., was 
6.1% greater for the first six 
months of this year than for last 
year. 

Combined revenue of the 40 
publications was $24,995,928 for 
this half-year, as against $23,557,- 
027 last year—an increase ot $1,- 
438,901, according to Farm Publi- 
cation Reports. ‘he revenue in- 
creases were not merely a reflec- 
tion of higher rates, the measure- 
ment service emphasized; advertis- 
ing linage also was up by 2,279,- 
26. lines for the first six months 

(Continued on Page 54) 


Last Minute,News Flashes 
General Mills Plans $15,000,000 Budget 


NEw YorK—‘“We don’t intend to puil any punches,’ 


’ 


said Harry A. 


ullis, chairman otf tne board ot General Mills, Friday, in announcing 
a record advertising budget of more than $15,0V0,UUU tor the next year. 
Mr. Builis made this statement in response to a question trom AA at 
a press conterence here. About $6,000,000 of the $15,000,000 advertis- 
ing total will be for space advertising, about $6,000,000 for time ad- 
vertising, and the balance tor sales promotion. L. N. Perrin told AA that 
about 40% of GM’s total sales of $410,646,564 in the last fiscal year 
was 1n consumer products. He added that “this proportion is growing.” 
iast year’s sales were about $48,000,000 less tnan the total of $485,- 
4/3,09/6 ot the year before. Earnings in this period declined from the 
record $13,068,057 of the 1947-48 year to $11,654,034. 


Beech-Nut Packing Co. Names Kenyon & Eckhardt 


New YorK—Beech-Nut Packing Co. has transferred its $1,000,000- 
plus advertising account from Newell-Emmett Co. to Kenyon & Eck- 
nardt, effective Sept. 1. The account includes Beech-Nut coffee, chew- 
ing gum, baby foods and other products. Newell-Emmett has had it 


for about 15 years. 


Emerson Promotes 1950 Television Line 


New YorK—First in a series of full-page daily newspaper ads on the 
1950 television line of Emerson Radio & Phonograph Corp. broke in 
Chicago dailies July 31. Thirty-two market areas are being covered. 
Full pages in Sunday rotogravure sections will be employed, as well as 
pages and spreads in full color in national magazines. Foote, Cone & 


Belding is the agency. 


(Additional News Flashes on Page 55) 


Philco, Zenith 
Introduce New 
TV Set Models 


Philco Will Include 
Installation, Service 
Costs in Basic Price 


New YorK—Philco Corp. and 
Zenith Radio Corp. last week re- 
veaied that all-out tail television 
promotions would be based on new 
product improvements in their new 
1ines of video receivers. 

Philco’s new line will feature 
a built-in, electronic antenna, will 
be sold on a straight 90-day guar- 
antee (a one-year guarantee on the 
cathode ray tube) and the price 
wu include instalation and serv- 
ice. 

in announcing the new seis, 
priced somewhat lower than iast 
year’s models, James H. Carmine, 
executive vice-president of Phu- 
co, said that no antenna will ve 
needed in “up to sU% of all sv 
areas.’’ Theretore, he added, “our 
advertised price will be the tiinai 
price tor the majority of custom- 
ers.” 


a At the same time, in Chicago, 
E. F. McDonald Jr., president o1 
Zenith Kadio Corp., announced that 
Zenith will introduce its new 
Glare-Ban “biack” tube in Chi- 
cago today (Aug. 1). 

‘ithe new tube, according to 
Commander McDonald, increases 
picture ciarity in lighted rooms by 
60% and produces pictures with 
contrasting tone values equal to 
a tine photographic print, 

Getting an image on a white TV 
tube, he said, is like trying to draw 
on a white blackboard with white 
cnaik. With the new “biack” tube, 
nowever, ail shades trom black to 
priuuuant white are reproduced. 

Phiico’s Mr. Carmine said that 
ihe Duiit-1n aerial (to be instailed 
on all sets except the 7” tabie mod- 
ei) and tne absorption OL instalia- 
uon and service costs “will not 
oniy widen the market lor sales, 
ouc bring true stabiity to the 
industry.” 


@ Phiico will use some introduc- 
wory newspaper copy announcing 
ine new sets early in August, but 
une big newspaper promotion is 
set to break on the Labor Vay 
(Continued on Page a4) 


Hot? Listen to 
hose Icy Blasts! 


Cuicaco—There’s a strangely in- 
genious character at Lane Bryant's 
Cnicago store who classifies as the 
only so-called human being in 
town to whom the heat and hu- 
midity were pleasing last week. 

He’s the tad who dressed the 
window for the midsummer tur 
coat sale, put in the usual icjcles 
and other reminders of more trig- 
id days, and then got the big, pay- 
otf idea: 

A hidden mike at the top of the 
window, which assails the sweat- 
saturated passersby with the un- 
mistakable howl of bone-chilling 
wintry winds. 
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‘Time, ‘Fortune 
and ‘Life’ Tell 
Value of Ads 


New YorK—To help create a 
better public understanding of ad- 
vertising and its role in the na- 
tion’s economy, Time, Life and 
Fortune have launched a special 
series of six four-color spreads. 

The series, prepared under Cap 
Billip of Benton & Bowles and 
placed through that agency in 


these three magazines and in bus- 
iness papers, will run in Life and 
Time over a period of eight weeks 
and as a portfolio-of-six in the 
September Fortune. 

Each ad stresses the role of ad- 
vertising in gaining mass consum:p- 
tion, and therefore mass produc- 
tion of individual products, rang- 
ing from foods to home appliances 
and automobiles. 


@ Quantity reprints will be avail- 
able at cost, according to Roy E. 
Larsen, president of Time, Inc., 
for posting on bulletin boards of 
factories, offices, warehouses and 
stores, and for distribution to sales- 
men, distributors, customers, em- 
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ployes and stockholders. 

A four-page insert, with a typi- 
cal ad in the series as a center 
spread, is appearing in ADVERTISING 
Ace, Advertising Agency and Ad- 
vertising & Selling, American 
Druggist, Automotive News, Daily 
News Record, Drug Topics, Drug 
Trade News, Electrical Merchan- 
dising, Food Field Reporter, Food 
Topics, Men’s Wear, Printers’ Ink, 
Retailing Daily, Sales Management, 
Tide and Women’s Wear Daily. 

The first page of the business 
paper insert explains the purpose 
of the series and the thinking be- 
hind it. The back page gives data 
on reprints, and carries a state- 
ment of an industrial leader en- 
dorsing the value of the effort. 


= An example of the copy appeal 
is the spread which shows that the 
“advertising cost” to consumers on 
a dozen oranges “averages about a 
fourth of a cent... 

“If that money weren’t spent for 
advertising to create the demand 
that boosts the production that 


My daddy says he pulls in a whole state with one newspaper — 
the Des Moines Sunday Register 


Yep, pardner. In Iowa you don’t need a hoss to round up 
500,000 families. Nor a six-gun to dominate a statewide 
market. The Des Moines Sunday Register does the job for 
you—covering from 50% to 100% of the families in 82 of 
lowa’'s 99 counties, and reaching at Jeast 25% in each of the 


rest. Average for the state . . 


. 70%. 


That means you reach 7 out of 10 buyers in lowa’s 5- 


billion-a-year market .. . 


an urban market out-ranking 


cities like Boston, St. Louis and San Francisco in retail 
sales... a farm market second to none. 


You corral this market with the Des Moines Sunday 
Register—reach 7 out of 10 Iowa families for a milline 


rate of only $1.66. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


TELLS ADVERTISING STORY—One of the full-color spreads explaining the purpose 

and function of advertising which Time, Life and Fortune are currently sponsoring. 

This one, devoted to the clothing industry, shows how mass production is engendered 
by advertising. All six are similar in layout and copy theme. 


lowers the cost—there we are, 
right back at the beginning again! 

“So when you figure it out, you 
soon realize that advertising ac- 
tually saves you money. 

“And equally important is the 
automatic safeguard imposed by 
the very act of national advertis- 
ing ... The sales success of a prod- 
uct goes hand in hand with its 
honest presentation to the public.” 


2 All of the ads emphasize the 
conclusion that “advertising ac- 
tually saves you money.” In the 
ad about clothing (others deal 
with food, drugs, automotive prod- 
ucts, home furnishings and home 
appliances), the story goes like 
this: 

But mass production is the result—not 
the cause—of a product’s popularity. 
And the quickest, most efficient way 
of winning popularity for a product is, 
yes, through national advertising. 

Only by telling a let of people about 
his products—all at once—can a manufac- 
turer sell a lot of merchandise. And 
only by selling more and more mer- 
chandise can he keep giving you more 
and more quality—at lower and lower 
prices! - 

“But,” you say, “national advertising 
costs a lot of money.” Let’s see how 
much it amounts to: In a popular-priced 
hat it amounts to about as much as the 
stitching; in a pair of men’s shoes, less 
than the cost of the cotton linings; in a 
pair of nylons, about as much as the 
wrappings they came in. 

And even that doesn’t tell the whole 
story. For, if that money hadn’t been 
spent to win volume sales, you’d prob- 
ably find far bigger price tags on all 
those products . .. 

Mr. Larsen asserted that “more 
than 41,000,000 copies of the ad- 


vertisements plus the business pa- 


per inserts will tell millions of 
readers how advertising helps cre- 
ate the demand that boosts the 
production that lowers the cost 
We believe this campaign wil! 
stimulate a wider public under- 
standing of the great economic 
force advertising is—a force which 
has helped this country establish 
its high standard of living.” 


Although the special advertising : 


| 


: 
: 


series was prepared and is being} 


placed by Benton & Bowles, Young 


& Rubicam continues as the agen- | 


cy for Time and Life and Fuller 
& Smith & Ross for Fortune. 


Point-of-Sale Broadcasting 
Company Formed in Chicago 


Radio Market Advertising Co., 
sales representative and counsel 
for point-of-sale broadcasting, has 
been established in Chicago, with 
offices at 30 W. Washington St. 
Milton S. Wolken is general man- 
ager. 

Contracts have been signed with 
Store Broadcasting Service, Inc., 
Super Market Broadcasting Sys- 
tem and Ad-Cast, Inc. Plans call 
for the opening of New York and 
Los Angeles offices. 


To Kal, Ehrlich & Merrick 


The annual home show exposi- 
tion, sponsored by the Home 
Builders Association of metropoli- 
tan Washington, D. C., has named 
Kal, Ehrlich & Merrick, Washing- 
ton, to handle its advertising and 
promotion. The exposition will be 
held Oct. 8-16. Newspapers, radio 
and television will be used. 


on FILM... 


@ STOP-MOTION 
@ ANIMATION 


STUDIOS and 
1111 South Boulevard 


Television Commercials 


@ SPECIAL EFFECTS 
@ PROJECTED BACKGROUNDS 
@ TRICK PHOTOGRAPHY 


Write or phone for a screening of 
our television commercials 


ATLAS FILM CORPORATION 


Over 35 years experience in 
motion picture and slidefilm production 


Planned, perfected 
and previewed 
before telecasting 


LABORATORY 


Oak Park, Illinois | 
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But bridges built by laymen would be fantastically expensive. That’s why most 
U. S. bridges are built by sc#entific Americans. Their scientific training equips them 
to make $1 do the work of $2. That’s why you find them in the key boxes on every 
table of organization. Director of research, purchasing consultant, production 
head, chief designer—these are the men who set the buying habits of American_ 
industry. 

Your job, like the scientific American’s, is to make one advertising dollar do the 
work of two. This year the key to advertising efficiency is critical selection of media. 
In the past you have assembled your most important customers—the scientific 
Americans—by building a composite list of trade papers and magazines of general 
circulation. Now, for the first time, you can reach the scientific Americans of all 
fields between the covers of a single magazine—the new SCIENTIFIC AMERICAN. 

The only magazine of its kind, the new SCIENTIFIC AMERICAN covers the story that 
compels the interest of scientific Americans in every field of research and engineer- 
ing—the story of the advance of science as a whole. It is the only magazine that 
has assembled all of the scientific Americans in a single audience. 

To maintain coverage of your most important customers—to “make $1 do the 
work of $2”—put the new SCIENTIFIC AMERICAN at the top of your media list. 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber's Identity 
Card record his title, profession, company and re 7 Write to 
SCIENTIFIC AMERICAN, 24 West 40th St., New York 18, N. Y., to see 
the business machine breakdowns of our subscription list. 
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Offered as ABC Co-op Show 


Bert Andrews’ weekly newscast 
is being offered to local adver- 
tisers for cooperative sponsorship 
over American Broadcasting Co., 
New York. This quarter-hour pro- 

will cost advertisers from 
$3 to $72, depending on the size 
of the market. Mr. Andrews, chief 
of the Washington bureau of the 
New York Herald Tribune, is the 
15th cooperative feature of ABC. 


Vance Names Englehart 

William I. Englehart has been 
named Cleveland district manager 
of Food Packer and Wood, pub- 
lished by Vance Publishing Corp., 
Chicago. He will make his head- 
quarters in Cleveland. 


Dutton Names Goldgar 

Andrew Dutton Co., Boston, has 
retained Mike Goldgar Co., Bos- 
ton, to direct its advertising. 


EASY CHART 


6c 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


GM Reports Record 
Sales in First Half 
Despite High Costs 


New YorK—General Motors 
Corp. had net sales for the first 
half of this year of $2,877,674,126, 
compared to $2,234,705,927 for the 
first half of 1948, a gain of $642,- 
968,199, according to the semi-an- 
nual report issued jointly by Al- 
fred P. Sloan Jr., board chairman, 
and C. E. Wilson, president. 

GM produced a record number 
of motor vehicles in the second 
quarter of this year, the total be- 
ing 791,596 units. This compares 
with 560,542 units in the first quar- 
ter of this year, 520,538 in the sec- 


ond quarter of 1948, and the pre- 


vious high of 757,505, produced in 
the second quarter of 1941. 


ws During the first six months, 
the cost of sales and other operat- 
ing charges rose to $2,164,366,069, 
from $1,711,596,126 in the 1948 
period, and selling, general and 
administrative expenses to $110,- 
908,868, from $87,898,417. Sales of 
cars and trucks during the six 
months were 1,352,138 units, as 
compared to 1,057,386 units a year 
ago and 1,490,817 units in the first 
half of 1941. 

The report expressed confidence 
that when the backlog of deferred 
automobile demand has been sat- 
isfied, production can be main- 
tained at a higher level than was 
experienced before the war. 

More than 400,000 people now 


Contents Of The SEVENTEEN 
STEPS To Resultful Direct-Mail 
Advertising” ° 


1. Uses of Direct-Mail. 

2. Planning and timing. 

3. Selecting the market. 

4. Testing procedures. 

5. Copy: Letters, etc. 

6. Copy: Folders, etc. 

7. Layeut and design. 

8. Processing the letter. 

9. Printing the literature. 
10. Self-mailers. 
11. Addressing methods, 
12. Tricks and gadgets. 
13. Analysing the returns. 
14. Record-keeping systems. 
15. Major pestal regulations. 
16. Direct-Mail in research. 
17. Institutional mailings. 
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CIRCULATION ASSOCIATES, 1745 Broadway, New York 19, N.Y. | 
Send me “THE SEVENTEEN STEPS TO RESULTFUL DIRECT-MAIL AD- 


offered in your advertisement, at a cost of $7.50 complete. 


In more than a decade of complete Direct- 
Mail production and list - management 
service for many of the country’s largest 
and most successful users, CIRCULATION 
ASSOCIATES has developed an unparal- 
leled knowledge of methods, procedures 
and devices for handling every step of a 
Direct-Mail campaign. 

Now we have codified and classified this 
knowledge into “THE SEVENTEEN 
STEPS To Reéultful Direct-Mail Adver- 
tising”...a complete PRACTICAL course 
in Direct-Mail techniques and procedures 
in convenient desk-file form. 


AN INDISPENSABLE MANUAL 


Direct-Mail users who have seen the 
course have called it an indispensable 
“work-bench” manual of TESTED meth- 
ods of daily value in the planning and 
production of Direct-Mail EVERY STEP 
OF THE WAY from the first concept of 
a mailing piece or Direct-Mail campaign 
to the final analysis of returns! 

In addition to the authoritative discussions 
of every phase of Direct-Mail procedure 
. +. lists, copy, reproduction methods, lay- 
out, artwork, letter-shop operations and 
eleven other major factors . . . the course 
will include a profusion of actual samples 
of currently successful Direct-Mail to- 
gether with such indispensable working- 
tools as production, scheduling and result 


supplementary material as 
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Company 
Addr 
Ci y Zone State. 
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Now Available To 
Direct-Mail Users 


THE 


SEVENTEEN 


STEPS 


To Resultful 
Direct-Mail 
Advertising 


record-forms, paper samples, color charts, 
trick folds, “gadgets” and other “show- 
manship” methods and maferials. 


ATTRACTIVE DESK-FILE CABINET INCLUDED 


To keep the course conveniently at hand 
for immediate reference we have designed 
a special desk-top filing cabinet to accom- 
modate not only the 17 sections of the 
course but any collateral material you 
may add to build up your own current- 
reference file of resultful Direct-Mail. 


The seventeen sections of the course will 
come to you at intervals of three weeks, 
each complete with all of the data and 
samples pertaining to that section. At the 
conclusion of the series you will have a 
comprehensive and UP-TO-THE-SPLIT- 
SECOND manual of Direct-Mail proce- 
dure that will find DAILY application in 
the preparation of ALL your Direct-Mail 
advertising. 


TO DEFRAY PRODUCTION COSTS IN PART 


Many thousands of hours of effort have 
gone into assembling the material for 
“THE SEVENTEEN STEPS” and many 
thousands of dollars into its preparation. 
To meet this expense, in part, the com- 
plete project . . . specially designed file, 
specially prepared “lectures,” samples and 
reference material .. . is being offered to 
Direct - Mail users at the token cost of 


_$7.50 for the complete course. 


v 

What is more, the full purchase price will be refunded at 
ANY TIME and without question to anyone who fails to 
find “THE SEVENTEEN STEPS” an indispensable aid 
in the preparation of more RESULTFUL Direct - Mail. 
Return the coupon today and the file cabinet, sample ma- 
terial, and Section 1 of the course itself will be forwarded 
to you immediately! 


CIRCULATION ASSOCIATES 


Direct-Mail Suppliers - List Compilation And Maintenance «+ Stencil- 
Cutting + Triple-Head Multigraphing - Offset Lithography + Letter 
Press Printing » Addressing - Mailing »« Complete Mail Campaigns 


1745 Broadway °« 


NEW YORK 19, N. Y. 


Advertising Age, August 1, 194) 


are employed by GM, Mr. Wilso \ 
said. This compares with 381,99) 
for the first six months of 1948. 


COLGATE’S SALES DIP 

New YorK—World-wide sales o! 
the Colgate-Palmolive-Peet Co. fo 
the first six months of 1949, in. 
cluding those of foreign subsidi- 
aries (which are not consolidated 
were reported to be $146,865,895, 
as compared to $151,957,927 in th: 
corresponding period of 1948. 

Domestic sales totaled $103,640, 
582, or $8,157,715 less than for the 
first six months of last year. Th« 
decline was attributed to pric« 
reductions. Net income for the 
first half of this year was $5,298.- 
464, as against $3,978,572 for the 
first half of 1948. 


REXALL HAS LOSS 

New YorK—A net loss of $1,- 
336,392, after provision for all 
charges and taxes, was reported 
for the first half of 1949 by Rexall 
Drug Co. This compares with a 
net loss of $120,278 for the cor- 
responding period of 1948. Total 
sales for the first six months of 
this year were given as $76,013,542, 
compared with $82,317,245 for the 
first half of 1948. 


Newmyer, Roberts Win 
‘Toledo Blade’ Posts 


LeRoy F. Newmyer, who has 
been public relations director of 
the Toledo Blade, has been named 
vice-president and advertising di- 
rector of the newspaper, as well 
as of the Toledo Times, following 


» 


leroy Newmyer Harry R. Roberts 


the resignation of James W. Egan 
Jr. Harry R. Roberts, who came to 
the Blade in October last year as 
assistant public relations director, 
after holding a similar post on the 
Pittsburgh Post-Gazette, succeeds 
to Mr. Newmyer’s former position. 
Mr. Newmyer joined the Blade 
in 1929 as classified advertising 
manager, was named assistant ad- 
vertising director in 1938, and be- 
came public relations director in 
1945. He played the major role in 
staging “Toledo Tomorrow,” a 
major public service project de- 
signed to “rebuild” the city. 


‘Radio Best’ Alters Format 


Radio Best, the monthly fan 
magazine, will observe its second 
anniversary by taking on a “new 
look.” There will be a complete 
format change beginning with the 
October issue. In its new size— 
81%4x11”—the magazine will use a 
three-column makeup. There will 


tising rates. 


Names Russell-Anderson 


Russell-Anderson, New York 
designer, has been named to pre- 
pare the American advertising of 
Typefoundry Amsterdam Ltd. of 
the Netherlands. 


The MOST Effectiv 


ADVERTISING, 
MERCHANDISING, | 
and EDITORIAL _ 
_ INFLUENCE 


inthe DAKOTAS | 


Dakotas Own Magazine 
[AKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
J.P. MALONEY, Advertisone Monager 


be no change in the current adver- | 
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And what a Christmas it’s going to be! Tight...tough...competitive! 
An all-out battle for consumer dollar bills. 


For manufacturers and retailers—yes, and for publishers and agencies, too,—the peak Christmas period 


ae. this year calls for an aggressive selling program. 


B..« Esquire’s dynamic 7-point program delivers a comprehensive plan to pre-sell, promote and merchandise 


wing your products in the ONE season you can’t afford to miss! 


AS A PUBLISHER, HERE’S WHAT ESQUIRE OFFERS YOU 
) FOR CHRISTMAS PROMOTION THIS COMPETITIVE YEAR! 


1... Two typically terrific issues on the newsstands at the peak of the Christmas buying season. (December 
issue out November 9th—January issue out December 2nd. ) 


2... At the Christmas season—your sales peak and Esquire’s circulation peaks! The 1948 delivered bonus- 


berts over-guarantee was 157,000. And 1949 promises to be even bigger! 

—_ 3... Esquire’s “Christmas Shopping List” in both the December and January issues key your products for 

A as shopping convenience of Esquire readers. (And how they buy at Christmas!) 

ector, 

ee L...The GIFT SECTIONS in the Christmas issues—more colorful and lavish than ever—appear with the 

ae greatest editorial content in Esquire’s history. And their pre-selling impact carries over to your ads! 
e - 

rm ... Merchandising in your retail outlets! Thousands of stores in the Drug, Jewelry, Liquor and Apparel 

dea classifications tie-in from coast-to-coast—PLUS 175 top department and men’s stores featuring Esquire- 

yle in advertised brands. You can’t BUY this cooperation yourself! 

a 

$ ae 6... Full pages and double spreads listing your products and company name run in leading retail trade 

papers in your industry! 

‘ 

fan AND ON TOP OF ALL THIS... 

econd 

“new - , 7 4 i rl ra ~ T b] 7 N 

\plete (...A NATIONWIDE NEWSPAPER CAMPAIGN REPRODUCING ESQUIRE’S NEW “CHRISTMAS 

Pasa SHOPPING LIST”, IN TWELVE MAJOR MARKETS WITH A TOTAL OF 5,364,753 A.B.C. 

eo CIRCULATION, (SEE PARAGRAPH #3 ABOVE.) 

» wi 

dver- 


Yes, times are competitive! Esquire knows it! 


And Esquire gives you the greatest Christmas advertising BUY in its history! 


FOR ALL THE ABOVE YOU PAY NO PREMIUM—ONLY THE 
REGULAR ESQUIRE LINAGE RATES. 


See the entire program come alive. Call any of the following offices 
for an Esquire representative who will give you complete details 
of this competitive SELLING 1949 Christmas advertising buy! 


As we said in the beginning, put meee an 
NEW YORK-—366 Madison Avenue, New York 17, N. Y. 


Phone: MUrray Hill 2-5490 
CHICAGO-—-Esquire Building, Chicago 1, Hlinois 
coming through your door! Phone: DEarborn 2-7676 

BOSTON — 525 Statler Office Bldg... Boston 16. Mass. 
Phone: Liberty 5526 
DETROIT. 117 New Center Bldg.. Detroit 2. Mich. 


Phone: Madison 5745 


« 
PHILADELPHIA— 1700 Walnut Street. Philadelphia 3. Pa. 
Phone: Pennypacker 5-8998 


THE MAGAZINE FOR MEN LOS ANGELES— 118 So. Hill Street. Los Angeles 13, Calif. 
Phone: Madison 9-3134 
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Princess Junior Names 3 

Herbert A. Levitt has been 
named director of publicity and ad- 
vertising for Princess Junior, Inc., 
New York, manufacturer of junior 
miss dresses. He was formerly with 
Bloomingdale Bros. Sidney Lipson 
has been appointed sales manager 
of Princess Junior, and David 
Margolis made advertising man- 
ager for the teen-timer division of 
Princess Junior, Inc. 


Starts Crockery Drive 

Ontario Crockery Co., Sou 
the Windsor office of Walsh Ad- 
vertising Co., is using two color 
ads in trade publications and mag- 
azines to promote Crown Devon 
Musical Ware from England. Di- 
rect mail will be used to tie in 
with the campaign. 


Mincher to ‘Independent’ 

W. O. Mincher has been ap- 
pointed San Francisco and Pacific 
Northwest manager of the Los 
Angeles Independent, making his 
headquarters in San Francisco. 
Until recently he published his 
own newspaper in Monrovia, Cal. 
Mr. Mincher formerly was national 
advertising manager of the Holly- 

wood Citizen News and the Pasa- 
dena Star-News and Post. 


Victory Names Lawrence 

Leon Lawrence, formerly sales 
manager of Harlich Mfg. Co., Chi- 
cago, and most recently with Ben 
S. Loeb, Inc., New York, has been 
appointed sales manager of the 
consumer products division of 
Victory Mfg. Co., Chicago, plastic 
molder. 


622 W. LAKE STREET S 
CHICAGO 64, ILLINOIS. 
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THE PROOF 1S IN THE REPRODUCTIONS 


FCC Refuses to Act 
Now on Thackrey’s 
Bid for KLAC, KYA 


WaSHINGTON—The Federal Com- 
munications Commission refused 
Tuesday to short-cut its handling 
of a $1,045,000 West Coast radio 
and television deal to meet an 
Aug. 1 deadline set by the pro- 
posed purchaser. 

The commission told Dorothy 
Schiff Thackrey it could not act 
on the sale of KLAC and KLAC- 
TV, Los Angeles, and KYA, Palo 
Alto, to Warner Brothers until it 
has determined whether Warner’s 
involvement in anti-trust cases 
disqualifies it as a broadcaster. 

Mrs. Thackrey claimed the hear- 
ing ordered by the commission 
July 13 would delay completion 
of the sale beyond the Aug. 1 
deadline set by Warner. 

The transfer had been proposed 
on July 21, 1948, but became 
snagged when Southern California 


Television, controlled by Edward 
Pauley, asked FCC for permission 
to bid on KLAC-TV. 

The commission said it is aware 
of the Aug. 1 deadline, but that 
it must hold the hearing in order 
to learn whether Warner’s anti- 
trust difficulties are of a nature 
to cast a shadow on character 
qualification expected of broad- 
casters. 


Durkee Enters Minneapolis 


Durkee Famous. Foods division, 
Glidden Co., Cleveland, has intro- 
duced its mayonnaise, salad dress- 
ing and sandwich spread in Min- 
neapolis, following its success in 
introducing Durkee margarine and 
shortening. The products are 
backed by an intensive newspaper 
and radio campaign. 


Witt Opens Branch Offices 


Earl Witt, Inc., Chicago sales 
organization, has opened offices 
in Los Angeles and New York. 
Stanwood S. Newell is manager of 
the Los Angeles office and John 
Rae is New York manager. 
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FEATURE 


PARADE 


WORCESTER’ s OWN 
MAGAZINE 


Local Impact 


FOR YOUR SALES STORY 


Fe han Parade 


a 


WORCESTER, MASSACH USETTS | 
os GEORGE F BooTnH Publsher- — 


; _ moun, REGAN & SCHMITT, INC., vanhiateve REPRESENT ATIVE 


Feature Parade, the 24 page Magazine Section of 
the Worcester Sunday Telegram, gives “local color 
coverage every Sunday to over 100,000 Central New 
England families. The feature stories, articles, pictures 
and drawings prepared and edited by local talent 
receive tremendous readership, from young and old 
alike. New England is scoured to unearth unusual 
and interesting material of local importance. Even 
international events get ample coverage, such as the 
eyewitness story of the Berlin Airlift by Ivan Sandrof, 
Feature Parade staff writer, who was sent to Germany 
to ride the Airlift and record his impressions for 
local readers. by 

Advertisers in the prosperous Central New England i ‘hoes 
Market have discovered that the local sales impact 
of Feature Parade becomes a vocal demand for their 
products. Count on it to deliver a Sunday punch for 
you. Circulation over 100,000. 


“a 
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State, City, Area 
Ad Budgets Total 
$8,731,000 for ‘49 


PHILADELPHIA—A record sum of 
$8,731,000 is being spent this year 
on advertising and promotion by 
states and cities attempting to at- 
tract tourists and to promote in- 
dustry and agriculture. 

Reporting on its third annua! 
survey, the research department 
of Cuftis Publishing Co. said 266 
city, state and area groups are ex- 
pending this record high amount 
for advertising and promotion pur- 
poses, exclusive of administrative 
and overhead expenses. 

The survey shows that commun- 
ities and organizations in Florida 
alone are spending $1,250,000 t« 
attract tourists and industry. Cali- 
fornia groups are expending $1,- 
180,000; Washington, $724,000; New 
York state, $521,500, and Pennsyl- 
vania, $385,699. 


a To show how tourist expendi- 
tures spread new income, the 
Curtis report gives the results of 
a test survey made among 300 
families representing a cross-sec- 
tion of income groups. 

The study reveals that for 
every $100 spent by these tourist 
families, $44 went to hotels, res- 
taurants and motor courts; $24 
for transportation of all kinds; 
$22 to department and other retail 
stores, and $10 for amusements, 
sports, etc. 

The Curtis report points out that 
progressive city, state and area 
groups can increase their share 
of the nation’s $8 billion tourist 
business through advertising and 
promotion. 

Other states that list large ad- 
vertising expenditures are Mich- 
igan, Massachusetts, New Jersey, 
North Carolina, Arizona, New 
Mexico and Oregon. 

The Curtis research department 
sent out 465 letters and question- 
naires for this survey. Replies 
were received from 305 communi- 
ties, of which 39 were not tabu- 
lated in the report because bud- 
gets had not yet been completed. 


Block House Linens Sold 


Block House Linens, Portjand, 
Ore., manufacturer of hand woven 
linens, has been purchased by Don- 
ald W. Robinson from R. Glenn 
Ritchey and Joseph R. Gerber, 
head of the advertising agency 
bearing his name. Peter Alport & 
Associates, agency handling the 
Block House account, has prepared 
an eight-page folder for direct mail 
advertising. 


Names Keelor & Stites 

Beckett-Harcum Co., Wilming- 
ton, O., manufacturer of special- 
ized air equipment, Beckett Engi- 
neered Hi-Cyclic air valves and 
Beckett Engineered automatic drill 
press feed, has placed its adver- 
tising with Keelor & Stites Co., 
Cincinnati. 


Names Taylor-Borroff 

Transit Radio, Inc., Chicago, has 
named Taylor-Borroff, Inc., radio 
station representative, to handle 
transit radio sales in the South 
and Southwest. 


BLASTHINGS 


* ONLY ABC Toy iid 


© 46 Years... the coment 


¢ Corries MORE ADVERTISING: 
by More Individual, > 
_ Advertisers! — 


AMERICA’S No. 1 Toy Publicution 
| MeCREADY PUBLISHING CO. — 


71 West 23rd Si. New York 10, N. Y. 
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| Never Underestimate the Power of a Woman! 
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Unlike the weather, women’s preference for Ladies’ Home Journal is not subject to 
sudden change. Month after month, more women buy the Journal than any other magazine. 


oe" JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 


a ef ag Pe 9 Se 0 be, ae, ta ee ies P< 3} ey eo re ES Sl ee 4 Aa & ne mE ere Pr) ae us g sabe ge pie iii. nie oe aa eae 
FNS Pe es ee iy P ebt Bae ca oe lee sd 3 at . Fe 5 = ; ee a ie . Spa ht Seal 4 mo . Pi EE: ‘ ee q : . 2 ne Bes 
: ae oc dead eee eI eee a cae aad ims ES iy Bee ak ay ESL ee 008 > ae Wee sc : ee eae Pee 2k a fet a nM ngs f 
yo al ‘ie pat iz ie a on aera a Me cae om koe - q _ - e ¥ i > eet sa "i BE ¥ = eg eee Ber % a ae ee s ye, a 
sei ac > See ame als | eee = ees Re eal io =e ee ee ae sia TE et Piss See? |. enn ; Sapertlys tere SS Sih aE sodas ae . i : a 
os ae ie rer aw ae pie xh eee ea Smal heii d. 5 pee a ace eeud a ; - ra Bie igs, ones a oan cca fae <apEX. z ce js i cA ied Ramee Big ae gre 
oe Se Awe a a, yg ae autos pr eg Par: ae mes Eee > ae a ee Ee ee Pe We a Ny : UE aie ek ar eee ye? ea Ma a meee ot. . ae 
oe ee eee. el ee ey Se ee = es eee bel oe Sets creer cee Anna SN ole Aa eee ee re he | ae ee ee: ee 
. : - . o "7 * 13 oo 7 
’ 
me OE em ce ae ae em oe eee ees em ee ee 
Zi, ‘ 
: 
: eo] 
7 | 
: 
@ © | 
al 
' | 
| c 
> 
Al} Jae D 
@ 
de ‘2 
SOS ; 
v4 ! 
i > . | Yi] ao 
7 
\ 
| QU 
\ ° 
a | 
— 
ee 
| ee 
DEST! 
leu 
icution 
co. ' 
10, N.Y. ee 
Png : Pay ’ 5S 


Nesco Appoints Beldon 


D. S. Beldon Jr. has been ap- 
pointed sales manager of the 
stove and heater division of Na- 
tional Enameling & Stamping Co., 
Milwaukee, succeeding Charles O. 
Slaby, who has become sales man- 
ager of Florence Stove Co., Gard- 
ner, Mass. Mr. Beldon was for- 
merly buyer of stoves and house- 
wares for Montgomery Ward & 
Co., Chicago. 


Daley Appoints Carlson 


Stanley M. Carlson, formerly 
with Ewell & Thurber, Chicago, 
as merchandising executive, has 
been named sales manager of 
Daley Brothers, Belmont, Cal., de- 
signer of supermarkets and manu- 
facturer of steel gondolas. 
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Gardner Gets 
Go Ahead Signal 
on Army Account 


~ 
(Continued from Page 1) 
approximately $2,500,000 for 12 
months ending June 30, 1950, was 
reported to be intact as the appro- 
priations bill reached the Senate 
floor. 


ws The committee’s report did not 
mention the stormy session when 
spokesmen for Ruthrauff & Ryan 
contended that Gardner was not 
qualified to get the account. 

R&R claimed that Gardner does 
not bill the $10,000,000 which it 
understood to be the minimum bill- 
ings required of agencies seeking 
the military business. 

Its complaint over the award 
of the contract was supported by 


a representative of N. W. Ayer & 
Son, who charged: “What was sup- 
posed to have been a competition 
was no competition at all.” 

The uneasiness which prevailed 
in the Pentagon early last week 
left an impression that the ad- 
vertising contract controversy was 
still in a delicate stage. By Thurs- 
day, however, Sen. Elmer Thomas 
(D., Okla.), appropriations com- 
mittee chairman, indicated that he 
was satisfied with the contract 
negotiations and would offer no 
further objections. 

According to present indications, 
the contract will be officially exe- 
cuted as soon as the appropriations 
bill is cleared. 


Namm’'s Names Cavanagh 

Edwin N. Cavanagh has been 
named publicity director of 
Namm’s Store, Brooklyn, succeed- 
ing Pauline Greene, who had been 
with the store for the past two 
years in charge of publicity and 
promotion. Mr. Cavanagh formerly 
was with Amos Parrish & Co. and 
R. H. Macy & Co., New York. 


Mail Order Net 
Starts Sept. 19 
on 100 Stations 


New YorK—The embryonic Mail 
Order Network, which expects to 
start operations with some 100 
stations on Sept. 19, will mark 
the event with the staging of a 
special contest to promote its pro- 
grams. 

Harold Kaye, former vice-pres- 
ident of Olian Advertising Co. who 
is president of the new network, is 
working on the details of the con- 
test. Automobiles and other prizes 
will be offered as an inducement 
to get listeners to enter the com- 
petition. 

The new network will give its 
stations a choice of being compen- 
sated on a per inquiry basis or ona 
time basis. Each affiliate is re- 


IOWA WOMEN SPEND 5”, HOURS 


PER DAY WITH RADIO: 


A recent New York University Survey 
reveals that the average American adult 
listens to the radio 12 to 14 hours a week. 


lowa women listen to their radios an 
average of 5 hours and 25 minutes each 
weekday—or more than a third of their 
waking hours! In the State’s largest cities, 
the figure is 6 hours and 26 minutes; on 
farms, it’s 5 hours and 40 minutes. 


Throughout the State, men listen less 
than women, but even they spend 3 hours 
and 28 minutes per day at their radios! 


These and many other valuable facts 
about Iowa radio listening habits are 
taken from the 1948 Edition of the famed 
Iowa Radio Audience Survey.* Write to 
us or Free & Peters for your free copy. 
Your request will also reserve for you a 


copy of the 1949 Survey, to be published 
this Fall. 


1 The 1948 lowa Radio Audience Survey is a “‘must” for 
every advertising, sales, or marketing man who is interested 
in the lowa sales-potential. 

The 1948 Edition is the eleventh annual study of radio 
listening habits in Iowa. It was conducted by Dr. F. L. 
Whan of Wichita University and his staff, is based on per- 
sonal interview of 9,224 Iowa families, scientifically selected 
from cities, tewns, villages and farms. It is universally 
accepted as the most authoritative radio survey available 
on Towa. 
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+ for lowa PLUS * 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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quired to take five hours of pro- 
gramming weekly. 


a “Most of the stations signing 
with us are the dominant stations 
in their market—the big network 
stations,” Mr. Kaye said. “To 
really benefit from our service and 
to serve mail order effectively, a 
station must be a powerful one.” 

He pointed out that Mail Order 
Network, which will transcribe its 
programs and sales messages, will 
help bring new business to such 
outlets by helping to fill their 
time after 11 p.m. and before 9 
a.m. during non-network option 
hours. 

The network will take this fringe 
time for block programming and 
will plan the type of fare which in 
the past has been adept at pull- 
ing impressive mail response in an 
area. Outside the big metropolitan 
cities, emphasis will be on folk 
music. Commercials will be han- 
dled by men who have proved their 
forte as radio mail order salesmen. 


e Mr. Kaye, whose offices are at 
1440 Broadway (the same address 
as WOR), declined to reveal the 
names of stations to be associated 
with his network. However, he 
said the first contract, to be an- 
nounced soon, will be with a big 
network station in New York. 
First products promoted on the 
service will be books, razor blades, 
nylon stockings, men’s sox and 
schools, he said. All products ac- 
cepted will be pretested by the 
Maii Orders Buyers Guild. A mar- 
ket sample will be employed to ob- 
tain the consumer reaction. 
Orders will be sent to the sta- 
tions, which will forward them to 
the network, which, in turn, will 
send them to the advertiser for 
filling. The network will supervise 
billing and credit for its staticns. 
To help stations build the pro- 
gram and attract listeners and 
writers, Mail Order Network pro- 
grams may be carried on a sus- 
taining basis—at no cost—‘“for a 
reasonable amount of time.” 


a For its services, the network 
will be paid on a percentage ba- 
sis, ranging from approximately 30 
to 50%. This will be a sliding scale, 
diminishing as a station carries 
more programs. All products are 
sold on a money-back guarantee. 

Indicating his belief that it is 
time radio gets its share of the 
mail order advertising, Mr. Kaye 
said his service will mak2 radio 
pay for this type of client by (1) 
offering him the type of program 
which pulls mail and (2) a sell- 
ing personality with experience as 
a “mail order pitchman.” 

The network plans to open an 
office in Chicago soon and may 
set up a branch on the West Coast 
if developments warrant it. 


Gruen Plans Fall Campaign 


Gruen Watch Co., Cincinnati, 
will launch a national advertising 
campaign in trade and consumer 
magazines in October to promote 
a new self-winding watch intended 
to retail for $49.75, tax included. 
Black-and-white pages will be 
used through December. The prod- 
uct also will be advertised on 
Gruen’s NBC Sunday night show, 
“Hollywood Calling,” scheduled 
to go on the air early in Septem- 
ber. Grey Advertising Agency is 
handling the account. 


Throughout the U.S A. the best-informed 


EXPORT MANAGERS 


and 


EXPORT ADVERTISERS 


every week read 
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Basic Formula: AIR CONDITIONING 


Air conditioning and refrigeration installations involve the use of 
electricity, water, ducts and intricate machinery. Selling the product 
is much simpler . . . the industry uses the pages of Business Week. 


REASON: Business Week is read by the men who influence or make 
important buying decisions . . . the most highly concentrated audience 
of Management-men reached by any other general business or news 
magazine. 


RESULT: Business Week consistently carries more air conditioning and 
refrigeration advertising directed to business and industry than any 
other general business or news magazine. It costs the advertiser less 
to reach more good prospects, because — 


WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN...WELL INFORMED 


( 


vial Shaye San ag Ot ow ck wi aa tee “ts Se 


Air Conditioning and 


Ventilating Equipment Advertisers’ 


in Business Week 
(5 years or more) 


American Air Filter Company, Inc. 
Buffalo Forge Company 

Clarage Fan Company 

Emerson Electric Manufacturing Company 
Frick Company 

Frigidaire Division, 

General Motors Corporation 
General Electric Company 
Owens-Corning Fiberglas Corporation 
Robbins & Myers, Inc. 

W. W. Sly Manufacturing Company 
The Trane Company 
Westinghouse Electric Corporation, 

B. F. Sturtevant Division 
Worthington Pump & Machinery 

Corporation 
York Corporation 


Source: Publishers’ Information Bureau Analysis 
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Appoints Thomas Lippert 


Thomas W. Lippert, former di- 
recting editor of Iron Age, and a 
director of Chilton Co., New York 
and Philadelphia, has been named 
manager of publications by the 
American Institute of Mining and 
Metallurgical Engineers, New 
York. 


Gilley Names Kahn Agency 

Gilley Co., New York, has named 
George N. Kahn, New York, to 
handle promotion of the company’s 
Chillit buffet server and individual 
iced food servers. 


Directs Mail Promotion 


Milton Gorbulew, former news- 
stand sales manager of the recently 
suspended Science Illustrated, has 
been assigned to the mail sales di- 
vision of McGraw-Hill Publishing 
Co., New York, as mail promotion 
manager. 


Joins Erwin, Wasey 


Corinne Cunningham has joined 
Erwin, Wasey & Co., Los Angeles, 
as home economics director. She 
was formerly in the advertising de- 
partment of the California Fruit 
Growers Exchange. 


| J. ABRAMS CO. 


Manufacturers of 


cture frames 


FRAME YOUR DISPLAY ADS Well Styled Frames 


For Your Point of Purchase Displays To Your Speci- 
fications. The facilities of the most versatile picture 
frame, woodworking and finishing plant in the country 
are available to help you solve your display problems. 
400 N. MAY ST. 
230 Sth AVE. 


* CHICAGO * MO 6-4411 
* NEW YORK * MU 9-7686 


Most Writers Need 
New Typewriters 


New YorK—A large potential 
replacement market exists for 
manufacturers of typewriters 
among writers, according to a sur- 
vey just completed by Harper’s 
Magazine. The survey shows that 
most authors type their own man- 
uscripts, that the obsolescence of 
machines owned is high, and that 
a large percentage of writers are 
undecided as to what brand they 
will buy in the future. 

The study was made among 
1,000 writers who submitted man- 
uscripts to the publication during 
1948. Of these, 89.9% type their 
first drafts themselves and 79.5% 
type their final drafts. Two-thirds 
of those questioned own portables. 

The four largest manufacturers 
(Royal, Remington, Underwood, 
and Smith-Corona) together ac- 
counted for 95.1% of all makes 
owned by writers and share this 
ownership about equally. Only 


3.4% of the typewriters were re- 
ported as less than one year old; 
64.8% were more than five years 
old, and 12.3% were said to be 
more than 20 years old. 


Dudley Appointed by MPO 


Bernard F. Dudley has been ap- 
pointed director of sales for MPO 
Productions, New York, producer 
of industrial motion pictures, 
which is said to be producing color 
motion pictures currently for Nash 
Motors, Texaco, Pan American 
World Airways and the Ford Motor 
Co. Officers of the company, the 
initials of whose names form the 
corporate name, are: Judd L. Pol- 
lack, president; Lawrence Madison, 
vice-president, and Paul O’Haire, 
director. 


Starts New Publication 


Construction Illustrated is anew 
publication being published by 
Forster Publishing Co., San Fran- 
cisco. It is designed to give pic- 
torial news coverage of the engi- 
neering and construction fields in 
north central California and Neva- 
da. 


Listen in the locker rooms . . . ask your 
wife what she heard at the bridge club... 
or make a thousand calls on the people 
who buy what you sell: 


You may discover that making sales and 
making friends are two different but re- 


lated jobs! 


Folks may go to the only movie nearby, 
and still complain about the stories the 
studios choose. Men may ride on a rail- 
road because it goes where they want to 
go, and yet make the air blue with com- 
plaints. Women may walk for blocks to 
save their pennies at a chain store, and yet 
denounce it as a “foreign” company . . 


Customers 
are not 
necessari 


Friends! 


: s cay * 


But friends make wonderful customers! Your product 
seems to wear longer, work better, look handsomer 
when bought by the man or woman who also has 

learned to think well of your company! 


No—a business cannot take for granted 
that customers are friends. Nor risk having 
many non-friends whose votes may some- 
day be put together against it! 

That's why Public Relations has grown 
far beyond press-agentry : Today it con- 
cerns itself with helping to make sure that 
policies are right before they are adopted 

. and then that they seem right to all the 
various “publics” they affect. No matter 
how sound the planning, people are likely 
to be against what they don’t understand. 

So nowadays it is a top-management 
job to make sure that business policies 
win friends, as well as customers! 


profits ! 


HETHER counsel comes from 


the agency’s own Department, or 
from one of the many highly qualified 
special practitioners in this field, the 
J. Walter Thompson Company be- 
lieves that good Public Relations is 
good business ! 

It involves not only cooperation in 
policy planning, but sharply focused 
communication with a variety of spe- 
cialized publics. Realistically prac- 
ticed, Public Relations affects not only 
good will but production, sales, and 


A truly modern Public Relations- 
Publicity department is only one of 
the many professional services of the 
world’s largest clinic of advertising 
experience. 

J. Walter Thompson Company, 420 
Lexington Ave., New York 17, N. Y. 
Twenty-two other fully staffed oifices 
in strategic cities around the world. 
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Cory to Guarantee 
Glass Coffee Brewer 
Against Breakage 


Cuicaco—Cory Corp.’s fall ad- 
vertising drive will feature a six- 
month guarantee against breakage 
of its glass coffee makers for any 
cause whatsoever. 

The unusual move is the result 
of continuing research to discover 
the principal causes of breakage, 
product improvements based on 
the research, a belief that price 
reductions alone are not a long- 
term sales stimulant, and favorable 
results from a local market test 
of the guarantee offer this spring. 

The investigation into primary 
causes of breakage, according to 
Cory, turned up the information 
that most glass coffee brewers 
break because of heat or heat 
shock, or when the upper bow! 
is rocked back and forth to re- 
move it. 

Another common cause was 
found to be the sharp contact be- 
tween the stem of the upper bowl 
and the side of the lower bowl 
when the vacuum seal.was broken 
quickly. 


a To reduce breakage from heat 
or heat shock, Cory devised the 
“flame test,” in which both parts 
of the brewer are subjected to a 
blowtorch type of heat shock. To 
cut down the possibility of break- 
ing the glass when the top is re- 
moved, the company replaced the 
rubber seal by a ground glass, 
perfume bottle type of seal. 


| Ad 


While both the flame test feature | 


and the ground glass were pro- 
moted last year, the reduction in 
breakage complaints suggested the 
possibility of a guarantee, and the 
Columbus, O., test, which started 
in May, tentatively confirmed the 
practicability of such a guarantee. 

The national campaign is sched- 
uled to run from late September 
through Dec. 31, at which time the 
company will make a final com- 
pilation of sales and breakage data 
and decide whether to continue the 
guarantee. 


a First black-and-white page ads 
are scheduled for October ites 
of Ladies’ Home Journal, Lif, 
The Saturday Evening Post,” 
will run in 


through December. Spot ann¢’ “Le- 


those public?<idns | 


ments and local newspaper ads | 


also are set for key metrbpulitan 
markets. 

Although all ads will carry the 
announcement that Cory guaran- 
tees all parts of its glass coffee 
brewers against breakage, for any 
reason, in case of breakage the 
customer is asked to return to 
Cory all or part of the broken 
part, with 25¢ to cover packing 
and a replacement part. 

The guarantee also will apply 
to all inventory stock in distribu- 
tors’ or dealers’ hands. Distribu- 
tors and salesmen, therefore, will 
have a talking point with dealers 
who have kept inventories at mar- 
ginal levels. 

Weiss & Geller has the account. 


Baxley Joins KH] 


William Baxley, formerly on the 
sales staff of KECA, has joined 
the sales organization of KHJ, Los 
Angeles. He was previously with 
American Airlines and before that 
with R. H. Macy & Co., New York. 


Names Hickerson 


Simmons-Boardman Publishing 
Co., New York, has appointed J. 
M. Hickerson, Inc., to handie ad- 
vertising and promotion for its 
book department. Plans call for an 
intensive direct mail campaign. 


TB Ass'n Names Mrs. Hooker 


New York Tuberculosis and 


Health Association has appointed | 


Mrs. Mary W. Hooker director of 
public relations. She was formerly 
with Cecil & Presbrey, New York, 
as director of fashion publicity. 
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Sept. 11-15. Advertising Spec- 
_ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 12-13. National Association 
of Magazine Publishers, 30th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 17-18. Seventh district, 
Advertising Federation of Ameri- 
ca, Baton Rouge, La. 

Sept. 17-20. Mail Advertising 
Service Association International 
convention, Congress Hotel, Chi- 
cago. 

Sept. 18-20. Tenth district, Ad- 


| vertising Federation of America, 


Biltmore Hotel, Oklahoma City, 
Okla. 

Sept. 18-20. New York State 
Publishers Association, annual 
meeting, White Face Inn, Lake 
Placid, N. Y. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Sept. 29-30. Newspaper Adver- 
tising Managers’ Association of 
Eastern Canada, second annual 
convention, Mount Royal Hotel, 
Montreal. 

Sept. 30. Sixth district, Adver- 
tising Federation of America, Ra- 
cine, Wis. 

Sept. 30-Oct. 2. Inter-City Con- 
ference of Women’s Advertising 
Clubs, Cleveland. 

Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 10-12. Association of Na- 
tional Advertisers, annual meeting, 
Waldorf-Astoria, New York. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 

Oct. 20-21. Audit Bureau of Cir- 
culations, annual meeting, Drake 
Hotel, Chicago. 

v. 4. Fifth district, Advertis- 
ederation of America, Indian- 
“up, . 
“ -. 11-13. Southwestern Asso- 
ciatiu. of Advertising Agencies, 
otel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Adver- 
tising Association of America, 54th 
annual convention, Hotel Book- 
Cadillac, Detroit. 


NBC Appoints Denney 


Charles Denney has been named 
an assistant in the sales promo- 
tion division of National Broad- 


casting Co. He will specialize in 
the preparation of sales presenta- | 
tions for NBC produced television | 
programs. Mr. Denney was for- 
merly an assistant buyer of R. | 
H. Macy Co. and prior to that a) 
sales representative of Louis de) 
Rochemont Associates. 


Williams Names Ankeney 


Ankeney Advertising Agency, 
Dayton, has been named to direct 
the advertising of Williams Co., 
London, O., steel wool products. 
Trade publications, newspapers 
and direct mail will be used. 


Foster Names Hamilton 


Albert W. Hamilton, formerly | 
an assistant advertising manager | 
of the Toronto store of T. Eaton | 
Co., has been named an account 
executive in the Toronto office of 
Harry E. Foster Advertising. 


Woltt Agency Elects V. P. 


Louis R. De Nunzio, art direc- 
tor for the past two years, has been | 
elected vice-president of Lester L. 
Wolff Advertising Corp., New 
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Wingerter Joins Transtilm 


John J. Wingerter, formerly gen- 
eral manager of Louis de Roche- 
mont Associates, has been ap- 
pointed assistant to the president 
of Transfilm, New York. At one 
time Mr. Wingerter was business 
manager of the international divi- 
sion of Time, Inc. 


Applies for TV Permit 

Station WEBC, Duluth, has filed 
an application with the Federal 
Communications Commission for a 
television station construction per- 
mit. 


Appoints Frank Cheshire 


Frank E. Cheshire, formerly 
vice-president of the Monon Route, 
has been named manager of the 
newly established sales division 
of International Steel Co., Evans- 
ville, Ind. The division manufac- 
tures railroad equipment. 


Two Appoint Riordan 
Anticipation Shops and Belle’s 
of Hollywood, direct mail fashion 
houses, -have appointed John H. 
Riordan Co., Los Angeles, to han- 
dle their advertising. National 
magazines will be used. 


MIMA Elects Stabelfeldt 


Bruce Stabelfeldt, 


Mfg. Co., has been elected pres- 
ident of the Milwaukee Industrial 
Marketing Association. Other of- 


ficers include N. H. Jacobson of Al- 
lis-Chalmers Mfg. Co., vice-pres- 
i ; D. E. Fricker of the Heil 
, treasurer, and Walter Cruice 
of Pehlman Studios, secretary. 
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A good job of printing pcys dividends for the printer and his 
customers. So make sure of good results by using Ticonderoga 
Offset. A quality paper for lithography, sheet-fed gravure or 
letterpress for type and line cuts, it performs ideally on long runs. 
Ticonderoga Offset gives you clean, sharp reproduction. 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 
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Dog Fights on the Agency Front 

The spectacle of an agency going to a Senate committee in an 
attempt to prevent the award of the Army and Air Force recruiting 
advertising to another agency, as reported first and exclusively in 
ADVERTISING AGE July 18, is not an edifying one. 

This case, plus two other less spectacular recent agency “scraps” 
—one in Boston and the other on the West Coast—seem to us to augur 
ill for the stability and the ethical standing of the agency business. 

Although all of the facts in the Army-Air Force incident have 
not been brought to light, it is difficult to see how any useful purpose 
has been served by the request for a Senate hearing on the appoint- 
ment, or by the hearing itself. 

If the purpose of requesting such a hearing was to accomplish a 
needed reform, then certainly the hearing should have made a 
straightforward case for such reform, and should have recited chap- 
ter and verse of what was done wrong, and how it should be set 
right. A careful reading of the transcript of the hearing does not re- 
veal that this was the case. 

What seems to have been the only really pertinent testimony— 
that regarding the rather unusual recommendations of the civilian 
advisory committee—was brought out almost by accident. It was 
not mentioned by the representatives of the agency which apparently 
initiated the proceedings, and which apparently based its demands 
for a re-opening of the case on two points: (1) the agency which was 
awarded the account did not meet the financial requirements, and 
(2) the Army and Air Force did not secure “the best qualified or- 
ganization” to carry out their assignment. 

The first contention is a curious one, especially since there was no 
official requirement that agencies competing for the account have 
$10,000,000 or more of commercial billings. The Army simply sent 
out bids to those agencies listed by ADVERTISING AGE as having bill- 
ings of this size; it did not require documentation of billings as a 
condition for bidding. 

The second contention, obviously, is a matter of opinion, and one 
which can be argued in connection with any agency choice by any 
organization, public or private. 

If every award of an account to an agency is to be subject to bit- 
ter attack from those which do not get the account, the advertising 
business is likely to suffer very severely. It seems to us that the 
Four A’s and others interested in agency welfare should investigate 
situations of this kind carefully, and develop some sort of machinery 
which might help prevent a rash of public and private squabbles. 


A Startling Discovery Anent Tooth Decay 

ADVERTISING AGE has made it its business, from time to time, to 
discuss, without equivocation, instances in which we believe that 
advertising of a misleading character may tend to destroy the value 
and usefulness of all advertising. 

We do not like the current campaign for Colgate Dental Cream. 
We do not believe this advertising will benefit the cause of adver- 
tising. On the contrary, we believe it is precisely the kind of care- 
fully conceived double-talk which will help destroy public faith in 
the believability of advertising. 

We have no quarrel with the basic story told in this copy, but 
we have plenty of quarrel with the manner in which it is told. It 
will certainly tend to mislead the reader, a fact which seems not to 
have been overlooked when it was written and laid out. 

It seems inevitable that the careless reader will get an impression 
from the headline that Colgate has developed something new product- 
wise, and just as inevitable that the careful reader will discover that 
this is not so. In either case, the effect on public confidence in ad- 
vertising is not likely to be enhanced. 

The shorter the run this particular copy gets, the better we shall 
like it. 
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—The Reardon Co. 


“Yeah, Bondex is economical, but does it really cost less than a Scotchman thinks?’ 


Qurious Quiz 

We think our favorite advertis- 
ing question is that posed by 
Rinso, which inquires: 

“WHY DO 4 OUT OF 5 HOUSEWIVES 
PREFER TO DO THE WASH AT HOME?” 

Rinso has an answer, naturally, 
since advertising ethics prohibit 
just tossing out a question and 
leaving it lay. Lever Bros. says, 
“Women everywhere agree that 
it’s more economical, simpler, more 
satisfying to wash at home.” The 
advertiser goes on to say mildly 
that “modern laundry equipment 
and New 1950 Rinso help banish 
washday cares.” 

Whether it’s more economical 
to wash at home we would not 
know, but we suspect it is; other- 
wise sO many women wouldn’t be 
doing it. That it’s simpler than, 
say, having the local laundry route 
man pick up the family wash we 
very much doubt. And that it’s 
more “satisfying” to poke through 
a tough day with the old man’s 
shirts, junior’s diapers and sissy’s 
sunsuits than to let the Crystal 
Cascade Wetwash take over seems 
highly dubious. 

Lever Bros. says that in a recent 
survey 80% of the women queried 
said: “For the family wash, there’s 
no place like home.” This lyrical 
comment, which sounds nothing 
like what we’ve heard said about 
the family wash, can only be ex- 
plained on the premise that the 
happy housewives who love the 
old home tub also get 1950 Rinso. 

Everybody else has had his crack 
about the soap of next year, and 
we think we'll pass it—except that 
we wonder what the trade-in will 
be on the 1949 model. 


Such Airs 

Seely Shoulder Pad Corp., New 
York, has engaged Mitzi Solomon, 
an eminent sculptress, to design 
its future line. 

To borrow a crack from The 
New Yorker, this is equivalent to 
asking a fullback to kick a field 
goal with a tennis ball. 


This Is Service! 

You may be interested in 
the tale of People’s Gas Light & 
Coke Co., Chicago, about how an 
Army sergeant in Costa Rica 
broadcast an appeal on short wave 
for a minor part of a Servel refrig- 
erator. The appeal was picked up 
by Richard J. Lyons in his Liberty- 
ville, Ill., home; he had as guests 
Clayton G. Cassidy, ad manager of 
People’s Gas Light & Coke, and 
Marvin O. Clausen, account exec 


for Needham, Louis & Brorby, 
People’s Gas agency. 

Cassidy took the parts descrip- 
tion, told the sergeant the part 
would be on its way, and the part 
was ordered from Servel and sped 
to the sergeant. 


Jottings 

The Wall Street Journal and its 
agency, Bozell & Jacobs, are proud 
of its recent advertisement in New 
York dailies and advertising busi- 
ness papers featuring the Journal’s 
ABC statement. They believe it’s 
the first time a newspaper’s ABC 
statement has been reproduced to 
point up national coverage... 

According to American Broad- 
casting Co., Don McNeill has been 
promised ali kinds of gifts for his 
sSL’POFFTGPTCWB, or societyto- 
preventonefromforgettingtogivepr- 
esentstoChristmasWeekBabies... 

Baby Talk has started a series 
OL forums on baby care and rear- 
ing, called “Mothers’ Discussion 
Groups,” with the audience com- 
posed of new and _ expectant 
mothers... 

‘tne New York, New Haven & 
Hariiord Railroad is selling space 
in its menu, and what’s more, it 
grants 15%. 

Joyeux Noel Note: Parents’ 
Magazime has organized a Chil- 
arens Day National Council to 
promote and sponsor Chiidren's 
Way, to be observed Oct. 16, 1949, 
and on the third Sunday of Octo- 
ber thereatter. ‘l’‘he announcing re- 
1ease had this phrase: “A mid-Oc- 
tober date was selected tor Chil- 
dren's Vay because it is half-way 
between the Back-to-School and 
Christmas selling seasons. It is 
believed that Children’s Day will 
help start the toy selling season 
oit earlier...” 

Edgar V. M. Gilbert, the entre- 
preneur of Grand View Hotel, Lake 
Piacid, has a slick promotion gim- 
mick—a rain check in the form of 
a check which is made out in favor 
of “An Innocent Barstander”’... 

New York’s difterent note: ‘he 
Subway Sun carries an announce- 
ment that the first public show- 
ing of the Heroes Tapestries “since 


the Middle Ages” will be held at 
‘une Cloisters... 

| Or as James S. Pope, managing 
editor of the Louisville Courier- 
‘Journal, told the University of 
| Georgia’s leadership institute, “A 
| good editor has to wake up angry 
|}every morning.” A feat many edi- 
tors find no trick at all. The dif- 
ficult part is to become civil later 
in the day... 
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Rough Proofs 


What major network executive 
stated in a public address that 
televiewing is hard on the eyes, 
a report the industry is now pre- 
paring to combat as a false rumor 
planted by panic promoters? 


The Starrett ad in Retailing 
Daily urging television makers and 
broadcasters to fight the rumor 
that television is injurious to vision 
coincided with a G-E ad in the 
SEP telling how to save your eyes 
with its brighter pictures. 


Schenley, which managed to 
break into the outdoor poster field 
with its cheery messages about 
spiritus frumenti a few years ago, 
would now like to join wine and 
beer on the radio. 

Obviously it isn’t the principle, 
it’s the percentage. 


“Billing gains continue for big 
advertising agencies,” headlines 
the world’s greatest advertising 
journal. 

Some media executives are 
wondering wistfully just where 
it is all going. 


A lot of successful advertisers 
are boosting sales with well-known 
premiums, while Swift & Co. ad- 
mits that it’s entirely satisfied 
with its own. 


“How many years,” asks Chuck 
Luckman, in a plea for more 
salesmanship, “has it been since 
you’ve complained of fallen 
arches?” 

It was back in the days before 
all a salesman had to do was to 
leave the transom open. 


AA editors think “p.i.” deals, 
in which the advertiser pays the 
medium on a per inquiry basis, 
will destroy the media structure. 

But wasn’t there a homespun 
broadcaster out in Ioway who 
made a fortune that way? 


A West Coast publisher look- 
ing for salesmen in the East says: 
“Reps must have successful sales 
record.” 

You mean selling publishers or 
advertisers? 


“False teeth wearers chew 
steak!” exclaims Staze, which in a 
manner of speaking seems to have 
established an appealing tie-up 
with the American Meat Institute. 


Alderson & Sessions say there is 
a large group of cautious buyers 
who view autos and appliances 
as “desirable but not essential.” 

They must be the people who 
can remember back as far as 1929. 


Probably with the consent of 
the St. Louis Cardinals, the Chi- 
cago Cubs house organ promises 
that Manager Frankie Frisch will 
soon have the Gashouse Gang 
working in Wrigley Field. 

Copy Cus. 
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word about 


AWARDED TO 


The 
Philadelphia Inquirer 


for 
Courage 
in Journalism 
by 
SIGMA DELTA CHI 


AWARDED TO 


The 
Philadelphia Inquirer 


For Distinguished 
Public Serbice 


IN FIRE PREVENTION 
by 


NATIONAL BOARD 
OF FIRE UNDERWRITERS 


AWARDED TO 
The 
Philadelphia Inquirer 


for 
Outstanding 
Public Serbice 


BY A NEWSPAPER 
by 
NATIONAL 
HEADLINERS CLUB 


We have just received three important national 


awards... for achievement in journalism. 


We are particularly gratified because, by 
making THE INQUIRER a better newspaper, 
we believe we are making it a better 


salesman for your goods. 


By building confidence in THE INQUIRER 
we are building the confidence of our 


market in our advertisers. 

Naturally if there are going to be more 
awards, we'd like to win a few. So we’re going 
to keep right on improving THE INQUIRER. 


We want it to continue to hold its place as 


Philadelphia’s FIRST newspaper! 


Exclusive Advertising Representatives: 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL, ADVERTISING LEADERSHIP IN PHILADELPHIA 
The Philadelphia Inquirer 


TED W. LORD, Empire State Bidg., N. Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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How to Sell Ameriea’s Busiest 


and 


Most Important People 


FOUR FACTUAL STUDIES ON THE MARKET 
COVERED BY U.S.NEWS & WORLD REPORT 


Important people are busy people ... and because they are both important 
and busy they look to U.S.News & World Report to keep them thoroughly 
posted week after week on the news of national and international affairs 
. .. the news which affects both their corporate and personal decisions. 
The four factual studies just finished tell the complete story of the unique 
market available to advertisers only through the advertising pages of 
U.S.News & World Report. . 


They tell— 


WHO its readers are, WHAT they do... WHAT their incomes are . .. WHAT other magazines they take. 


Now available to advertisers and agency ex- 
WHO are they and WHAT do they do? = ¢cutives—two detailed audits of the market 


covered by U.S.News & World Report. They 
give you the complete breakdown of our cir- 
culation by titles. They show also the business, 
industrial, professional and government con- 
nections of all subscribers. 


* 


( 
i 


“\ TALE OF 4 CITIES” describes the readers of 
U.S.News & World Report in Rochester, 
Bridgeport, Toledo, Houston. 


The character and standing of these readers 
is evaluated in letters from Bankers, Cham- 
bers of Commerce, Merchants, Advertising 
Agencies, Lawyers, Industrialists, Newspaper 
Editors, and other residents of these four cities. 


On request from you one of our representa- 
tives will be glad to show you complete and 
detailed lists of our readers in these four 
cities, identified by name, title, and company 
connection. 


At the same time they will put before you a 
Study showing exactly how our readers in 
Rochester, Bridgeport, Toledo, and Houston 
evaluate U.S.News & World Report as com- 
pared with two weekly news magazines and 


three business magazines. 
+ 


Sources of identification: 
City Directories and Retail Credit Co., Inc. 
*x 
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What are their INCOMES? 


A STUDY OF DUPLICATION 


OF SUBSCRIBERS 


MAY 1949 


Tabulated by: 


Benson & Benson, Inc. 
Princeton, N. J. 


Individual investigations of incomes were 
made by the Retail Credit Company of all 
readers of U.S.News & World Report in 


Rochester, Bridgeport, Toledo, and Houston. 
Breakdowns available showing per cent of 


readers in each income bracket from under 


$5,000 to over $100,000. 


os 


Here are the latest unduplication figures obtained 
through a scientific survey among subscribers to 
U.S.News & World Report. Results of the mailout, 
under a blind letterhead, were tabulated by Benson & 
Benson, Princeton, N. J. 


Do not subscribe to News Magazine “A”... 84.4% 
Do not subscribe to News Magazine “B”... 71.7% 
Do not subscribe to Business Magazine “A”... 91.0% 
Do not subscribe to Business Magazine “B”... 90.2% 


Do not subscribe to Business Magazine “C’”’... 86.8% 


*Projected to the guaranteed circulation of 350,000. 


This concentrated market which includes the most important 


people in the country, can be covered only by advertising in 
U.S.NEWS & WORLD REPORT 


Beeause 


No other news magazine, no other business magazine 
and no combination of any of them 
covers the people who subscribe to U.S.News & World Report 


USE FUL NE WS FOR IMPORTANT Pr OPI r 


(297,500)* 
(252,000) * 
(318,500)* 
(316,700)* 


(303,800) * 
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Schulte Will Sell 
More Men’s Apparel 


New York—More emphasis on 
the sale of haberdashery and the 
possible addition of men’s suits, 
hats and other apparel is planned 
by D. A. Schulte, Inc., retail tobac- 
co chain, according to H. Cornell 
Smith, who will become president 
of the company Sept. 1. Mr. Smith, 
who has been managing director 
of Quality Retailers, a men’s wear 
chain, since 1948, will succeed 
Louis Goldvogel as Schulte presi- 
dent and the latter will become 
chairman of the board. 

Mr. Smith said he is convinced 
that the 186-store Schulte chain, 
which now extends into the Mid- 
west, is ideally situated to in- 
crease its sale of men’s furnish- 
ings. At present, he said, haber- 
dashery sales are somewhat better 
than half of the company’s total 
sales. No current sales figures 
were available for publication. 

Mr. Smith said that enlargement 
of some of the Schulte stores may 


LOS ANGELES:-—“Let’s have more of 
Bergen,” said a card we got the other 


day. Our Southern California viewers 
had seen Edgar Bergen in his first TV 
appearance since retiring from radio... 
of course, on KTTV. Top drawer talent 
has always been part of our strong lo- 
cally-produced shows here. Hollywood is 
a vast reservoir of singers, dancers, actors 
— gifted entertainers — and we have been 
drawing on all these people to program 
bright, refreshing television. For instance, 
last week such well-known names as Alan 
Mowbray, Sonny Tufts, Billy Burke, Vin- 
cent Price, Marjorie Reynolds and others 
appeared on regularly-scheduled KTTV 
shows. Then the New York Chevrolet 
dealers bought our “Pantomime Quiz,” 
the first Hollywood production to break 
into the Manhattan market. From CBS- 
TV we have Toast of the Town, Fred 
Waring, Arthur Godfrey and more. The 
point is we're offering our viewers not 
only high-rated network shows . . . our 
local shows are loaded with talent, pro- 
duction know-how, and audience pulling 
power. 


IKE KIDS, we boast of our “parents” 

(because they can be boasted about.) 
KTTV is 51% owned by the Los Angeles 
Times and 49% by CBS. No question 
in anybody's mind that the Times is 
Southern California's leading newspaper. 
And CBS programs certainly have been 
stealing the ratings. That gives us the 
best in network shows... plus the strong 
right arm of this area’s greatest news- 
paper. So we're part of a sound, expand- 
ing local picture that also finds us as 
CBS's Hollywood TV station. 


ANKERS are supposed to have steely 

eyes, at least when asked to part with 
money. When the 35-branch Citizen's 
Bank started the Vienna Philharmonic 
series over KTTV recently, we thought 
that television certainly had arrived. Now 
along comes the world’s largest bank, 
Bank of America, and starts “Kieran’s 
Kaleidoscope” with us on Sundays. You're 
not only in good company on KTTV, but 
in company that knows how to look at a 
buck 


ADIO SALES knows our latest avail- 
abilities. Ask them and get the usual 
speedy reply. 


be made, and that consideration 
is being given to “promotional 
plans which may include the use 
of newspaper space and radio 
time.” No determination of promo- 
tional plans, he added, will be 
made until fall. 


Names U. S. Representative 


El Dia, daily newspaper in Tegu- 
cigalpa, Honduras, has named H. J. 
Wandless Co., international pub- 
lishers’ representative, as exclusive 
agent in the United States. 


WIR Changes Local Rate 


Station WJR, Detroit, will in- 
stitute a straight service charge of 
$50 net per program for cut-in or 
dealer identification announce- 
ments on network commercial 
stations instead of the existing 
announcement rate, effective Aug. 
1. The new charge will be consid- 
ered as a net service fee, not sub- 
ject to commissions or frequency 
discounts. The new method is de- 
signed to stimulate use of localized 
promotion without payment of 
regular rates. 


Wirt Appoints Benham 
Benham Advertising, Philadel- 
phia, has been named advertising 
and merchandising counsel of Wirt 
Co., Philadelphia, manufacturer of 
Dim-A-Lite, a bed lamp which 
automatically shuts itself off. 


Transfers William Davis 
William E. Davis, who has been 
with Street & Smith Publications 
in Chicago, has been transferred 
to the advertising staff of Made- 
moiselle to handle cosmetic ac- 
counts out of the New York office. 


Delaney Elected V. P. 


James J. Delaney has been elec- 
ted vice-president of Morey 
Humm & Johnstone, New York 
Mr. Delaney was formerly an ac- 
count executive of McCann-Erick- 
son and Foote, Cone & Belding. 


Rivera Forms TV Company “= 

Inter-American Television, Inc. ye 
TV consultant, has been estab. ne 
lished at 565 Fifth Ave., New York he 
Art Rivera, formerly associate pa 
producer of Pioneer Films, head: , 
the company. for 


You, your wife and your children are ALL 
eligible, if you're with an AD AGENCY or 
if you're with a BUSINESS that places ANY 


Przes! Fan! 


15 Chances To Win *6500 


advertising ANYWHERE. No, you do NOT 
even have to advertise in Cosmopolitan 
(but you'd be smart if you did!). 


ner 


If You’re in 


the Ad Biz, 
Enter the 


Ist Grand Prize 


1949 Chevrolet Styleline Convertible Soe 
Pa, 
fin 
1 
way, 
a fur 
he he 
a. Ex 
b. Sul 
2 
Grand Prizes 
class} 
5 don’t 
Ist Grand Prize but: 
1949 Chevrolet Styleline Convertible . 
2nd Grand Prize 3. 
A $750 gift certificate for purchases at weap 
Lord & Taylor, 5th Avenue & 38th Street, culosi 
New York City (or branches) 3 2. GB 
What A Contest! } ice 
; : Aah Nee 3rd Grand Prize P 
We're running the “‘Cosmo-Quiz” because we believe it’s A $250 gift certificate f h C ° 
the simplest and most effective way to get you to see for = Om cememe for puremees of ware 
onenale tl hy C rot ag t-talked Saks Fifth Avenue, 5th Avenue & 49th produ 
yourself exactly why Cosmopolitan is the most-ta - Street, New York City (or branches) “Mac 
about magazine in America. f not i 
You'll find in Cosmopolitan some of the most entertain- Monthly Prizes o. ian 
ing and significant fiction and articles being published a b. Lon 
today. And, of course, you’ll find in the August issue the Ist Monthly Prize A $150 man's or woman's Hamilton 5 
answers to this quiz. So why not give our contest a try! or Sengines welet waten oii 
You have a fine chance to win one of the 1015 prizes! 2nd Monthly Prize A $90 Parker or Sheaffer pen and “Py 
Please read the rules below. Remember—you must pencil set wor 
enter at least two of the four monthly contests to 3rd Monthly Prize A $30 Admiral three-way portable ‘ aan 
qualify for the grand prizes. radio set 
And 250 Additional Prizes, each worth approximately 6. . 
$2.50, every month during the contest galler 
— and these ae the Contest Rules Bf ter 
ae. The 
1. Eligibility—Anyone employed by an ad- and monthly prize winners will be notified within the conclusion of the fourth and final monthly b. The 
vertiser or by an accredited advertising agency thirty dae ollowing the closing date of each contest October 31, provided they have en- 
is eligible to enter this series of four monthly contest. and prize winners will be notified tered at least two of the four mente 7 
contests, except employees and members of within thirty days of the closing date of the contests. Only their prize-winning entries wi s 
the immediate families of employees of Cosmo- final monthly contest, October 31, 1949. At this be considered in determining these awards and p-osai 
politan, its advertising agency and The Reuben time a complete winners’ list will be mailed judging will be based solely on the origi- ‘ 
H. Donnelley Corporation. to all entrants sending in a stamped seif- nality, interest and aptness of thought of the ’ 10,0( 
addressed envelope for the same. 25-word statement. In case of ties, duplicate it was 


2. The coupon in this advertisement consti- 
tutes the official entry blank for the “‘Cosmo- 
Quiz’’. All you need do to enter the contest is 
to check on the coupon in this ad the correct 
answers to the quiz questions on the opposite 
page, then complete in 25 words or less the 
statement beginning “I enjoyed Cosmopolitan 
because .. ."’ and mail your filled-out coupon to 
Cosmopolitan, P.O. Box 30, New York 16, N.Y. 


3. Each monthly contest will close at midnight 
on the last day of the month of the issue of Cos- 
mopolitan on which the questions are based, 
“wy 


4. Individual contestants will be limited to one 
entry in each monthly contest. 


5. The monthly prizes will be awarded on the 
basis of the correctness of the answers to the 
contest questions. In case of ties, these awards 
will be determined by the originality, interest 
and aptness of thought expressed in the 25-word 
statement. When these are insufficient to break 
ties, duplicate prizes will be awarded. 


6. Grand prizes—Monthly contest winners 
will be eligible for the grand prize awards at 


prizes will be awarded. 


7. Judging of questionnaires and of the 25-word r bg 
statements for the purpose of breaking ties for . 
monthly contest prizes, and for determining Roc 


— prize winners, will be done by The Reuben 
. Donnelley Corporation, an independent 
contest-judging organization. Judges’ decisions 
will be final. All entries will become the prop- 
érty of Cosmopolitan Magazine and none 
will be returned. Names of contestants will 
not be used in advertising, without express 
consent in writing. : 
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23 x 25’ floor space, has a ceiling| movable parts; not to require con- has been appointed to handle the 
New Low-Cost Press height of 14’ and embodies a num-| crete or other types of expensive advertising of Sculpture Curler 


rey for Small Papers ber of features expected to in-| pit foundations; to permit addition Co., Los Angeles. Plans call for the 


: : of more units to increase capacit merchandising of the Sculpture 
crease quantity and quality of P * curler in New York and Boston 


. ac- . ‘oe 
ick- Gets Trial Run printing. : : __ Manufacture of about 40 presses | - iets through Liggett’s and in 
. The press is said to have been/| in the first production year is ex-| . 11. Roebuck & Co. catalog 
PLAINFIELD, N. J.—A low-cost| designed with the following ob-| pected. The cost of the unit will) cneets. , 

, printing press designed to make] jectives: To print and fold a news-| be between $70,000 and $80,000. 

color printing practicable for small| paper whose pages would be in-| Hourly printing capacity ranges 
tab, newspapers has been demonstrated | creased in “steps” of two pages;| between 30,000 and 36,000 24-page Ferguson Appoints Perri 
Tork here by its maker, Wood News-/to handle a standard size as well | Papers. wien wong o — guson, Inc., 
ciate paper Machinery Corp. as a tabloid newspaper without bene yp ne pe Rag, F cany — 
ead: The press, especially designed| major readjustment to paper| Sculpture Curler to Morris viously art director of Baltimore 


for small papers, takes up only a/ widths; to have a minimum of! H. C. Morrig & Co., Hollywood,! and Philadelphia agencies. 


COSMO-QUU 


| Worth Of Loot! ENTER NOW! 


16. Pg. 42. Stuart: Cloete writes e 
, al i poignant story about a hard-drinking 
JUST ANSWER THESE 20 QUESTIONS | man named McQueen, a frowsy blonde 
/ named Daisy and a dazzling flower named: 
FROM AUGUST COSMOPOLITAN! / ' 5 a. Aster. c. Amaryllis. 
| b. Poinsettia. d. Gladiolus. 
= — 17. Pg. 32. Bianca was a very pretty 
Page numbers in italics tell you where in Cosmopolitan you'll girl with a very pretty name that meant 
find the beginning of the feature on which the question is based. the same as her real one which was: 
. : : < a. Barbara. c. Blanche. 
1. Pg. 18. If Frank Sullivan had his 8. Pg. 34. At the time their young son b. Bertha. d. Diana. 
way, no one would be permitted to tell gave his first party, Mr. and Mrs. David : 
a funny story unless he could prove Syms had been married: 18. Pg. 46. You might expect that a 
he had: a. 15 years. c. 19 years. gal like Maggie would get a guy like 
a. Experience. c. A license. b. 17 years. d. 21 years. Mack by: 
b. Sullivan’s OK. d. A sense of humor. 9. Pg. 50. A few years ago, Somerset a. Suggestion. c. pecpging her 
2. Pg. 6. When you buy one of those Maugham suffered a trivial fainting spell _b. Television. d. Socking him. 
classy British Guards coats, old boy, which many people rumored was brought 
don’t let them sell you any other color on by: 19. Pg. 36. Don Marshall had all the 
but: a. Altrophobia. c. A Yogi. makings of a great pitcher, but he hadn’t 
a. Gray. c. Brown. b. Overwork. d. Yogurt. made the grade because he couldn’t 
&. See. ¢. Seas. 10. Pg. 58. Beryl Henkel first met control his: 
2 Stacey Ghene ot: a. Curve. c. Fast ball. 
3. Pg. 14. One new and promising y : b. Thirst. d. Fear. 
weapon in the battle to prevent tuber- a. A movie. c. Home. 
culosis is an anti-T.B. vaccine called: b. A street dance. d. A night club. 20. Pg. 56. To Hugh St. George’s 
a. GBS. c. BCG. Leute antes. great surprise he got married; to his even 
:. an ° NBC. 11. Pg. 38. To George Frazier’s criti scanner edaneien tp suateben 
cal ear, the only singer who came even 8 - P r i 
sevi ; ; H ; i q 3 irchild. 
4. Pg. 12. Louella Parsons awardsthe Close to achieving anything like Bing =} Bare siice Gf. Eupenia She 
< eae , ; F y Ames. d. Eugenia Shefford. 
Cosmopolitan Citation for the best film Crosby’s stature was: . : 
production of the month to M-G-M’s a. Perry Como. Cc. Carmen Lombardo. aaa aaa eae eee 
“Madame Bovary”. Its stellar cast does 9: Rudy Vallee. d. Frank Sinatra. BE SURE TO COMPLETE AND MAIL YOUR ENTRY 
not include: 12. Pg. 44. When last heard from Fill in this coupon and mail it to Cosmo- 
a. Jennifer Jones. © — er Sue, the beautiful script girl, was: ’ - eat oO. —— New reo pt 
b - ‘ ; : ‘ : , . competing as a relative of an 
Louis Jouvet. , ouis Jourdan a. Going home. c. Studying Chinese. employee or officer of an advertising 


b. Getting married. d. Baby sitting. agency, or of an advertiser, please note 


his or her name under the space pro- 


5. Pg. 52. The aristocrats of the pick- 


| 
I 
I 
| 
pocket world are known in the trade as: 13. Pg. 48. The man who wrote ‘‘The vided for firm name. 
“Pants-pocket c. ‘Washroom mass of men lead lives of quiet despera- Just cross out one letter {A), {8}, {C) or {0} cor 
! workers é oe Me tion”’ was: | responding to the correct answer. Then 
Patch-pocket d. ight-finger Al | complete in 25 words or less the state- 
workers’’. Louies’’. a. Emerson. c. Alcott. ment below. 
b. Thoreau. d. Hemingway. | . a a eo en a ao 6 
6. Pg. 139. In the smaller auction 14. Pg. 21. One of the easiest ways to | 2A Boh wuss po 
galleries in Atlantic City the auctioneers oiuaeete sammeslt thems ‘& fertune ie tac | 
refer constantly in their sales talk to: a b = ‘abate Reteeth glade pe | 7>8O0G0 ws 8G 
Se e The Devil. c. Bathing beauties. - sherpa. shes o and omete pe | 4 8§ ® O “4 & O8 GO 
Enly b. The weather. d. “The old man”’. bridge “gadget”. 5. #8 OO ws WB GO 
vw i b. Reneg trump. d. Get married. 6. 16. ct} fp 
a A 7. Pg. 40. Few people know that the | 7 ; - - - 17 . ; - - 
and p-osaic Teddy Bear was the basis for a 15. Pg. 54. Ethel Merman, who should | 28 ROB 1 s. a @ 
+ $30,000,000 a year toy business, or that know, says that the hostess who wants | " - W 0 
cate it was named for: to make sure her party is a howling 7. Peo wh Beg po 
at a Thaddeus Stevens. c. Ted Williams. success will act like a: oo § B® OO m2 Wh BG DO 
tor b Theodore d. Max Baer’s uncle a. Wolfess. c. Clown. I 1 enjoyed August Cosmopolitan because . .. 
ning Roosevelt. Teddy. b. Guest. d. Lady. | 
iben 
jent | 
10ns 
rop- ! 
ill oe | Name 
ress | Address 
Siti |  ——————— ll 
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it all adds up 


te an 18 Billion 


Market! 


.-. AND YOU NEED PB TO 
SELL THE WHOLE MARKET 


The building market is every- 
where—in big cities, small towns 
and rural areas. You can’t cover it 
with halfway measures. To sell the 
whole market, it takes PRACTI- 
CAL BUILDER, because PB 
reaches more contractor-builders 
(big, little and medium-size opera- 
tors)—because PB’s ‘‘how-to-do- 
it’’ editorial formula builds the 
kind of readership that sells build- 
ing products for manufacturers. 
Investigate before you invest! 


FREE—Write today for your 
copy of new PB Data Sheet with 
chart showing metropolitan vs. 
non-metropolitan building. 


The 
“How-to-Do-It” 
_ Magazine read 

. by 80,000 
|Your Baste practical Building 
Buy |) Men 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE. * CHICAGO 3, ILI, 


gee ciao, Y 


Write for details on your letterhead. 


Practical Builder + Building Supply News 
5 Sovth Wabash Ave., Cheege 3, i, 
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Retailer Council 
Offers Buying Hints 
in Recorded Series 


New York—Twenty stations 
are carrying the National Con- 
sumer-Retailer Council’s new in- 
formation series for homemakers. 
Designed to make Mrs. America 
a more intelligent shopper, the 
ten-minute programs are emceed 
by Nancy Ray. 

“Key to Wise Buying” will fea- 
ture merchandising notes on a 
wide assortment of items, rang- 
ing from bathing suits to furni- 
ture. Data presented on the broad- 
cast will be prechecked by a panel 


QUALITY...SPEED...ECONOMY 


Yeas was 


inors 


of top home economists and re- 
tailers. 

The council is a non-profit or- 
ganization composed of associa- 
tions of retailers and consumers. 
In addition to the transcribed radio 
series, the group has sponsored 
seminars, published school film 
strip programs, periodicals and 
sales training aids. The programs 
are not available for sponsorship. 


Teevee Takes Over Telepak 


Teevee Film Co., Hollywood, has 
been formed by Gifford Phillips, 
president, and Merrill Pye, vice- 
president in charge of production. 
All assets of the recently dissolved 
Telepak, Inc., including syndica- 
tion contracts, have been taken 
over by Teevee. The Telepak name, 
however, reverts to C. Robert 
Longenecker. 


Admiral Promotes Glauber 


E. R. Glauber, branch manager 
of the New York distributing di- 
vision, has been appointed mid- 
eastern regional sales manager of 
Admiral Corp. 


Peacock Named Manager 
of Howard Publishing Co. 


Joseph S. Peacock, general man- 
ager since 1948, has been named 
to manage the operations of How- 
ard Publishing Co., Chicago, fol- 
lowing the death of its founder 
and president, Phil A. Howard. Mr. 
Peacock started with the com- 
pany in 1937 as advertising man- 
ager. 

W. S. Young Jr., business man- 
ager and secretary, has added the 
duties of treasurer. 


McGraw-Hill Prontotes McGraw 


Harold W. McGraw Jr. has been 
named director of advertising and 
trade sales of McGraw-Hill Book 
Co., New York. He was formerly 
assistant advertising director to 
George Pfeiffer III, who resigned 
to become manager of the book 
department of Sunset. 


Keith Leaves Kimball 


Frances Keith, vice-president 
and executive merchandising coun- 
sel of Abbott Kimball Co. of Cali- 
fornia, San Francisco, has _ re- 
signed. 


Digest each month. 


Moto Port, 1841 Benson Ave., Evons- 
ton, lil. One of the more than 100,000 
gorages who buy and read Automotive 


mae mt _ 4 _— 


Paid circulation is responsive circulation. Rutemetive Digest has the largest 
paid circulation of any automotive publication. Automotive Digest is the only 


publication offering you ABC volume coverage with a 7” x 


Chudomotive 
DIGEST 


THe 


“WORKHORSE” 


@ First in Value 


Send for this free book containing 
valuable marketing information on 
the Automotive After Market. 


22 East 12th St., Cincinnati 
1501 Broadway, New York 


141 W. Jackson Bivd., Chicago 


6432 Cass Ave., Detroit 


639 S. Wilton St., Los Angeles 


CUI, is te aroun ov BD 


10” page size. 


@ First in Reader Response 


@ First in Paid Circulation — Over 100,000 Paid 


-™ Render Response Gi 
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M. Glen Miller, the new president of the Executives’ Club of Chicago, 
is the first adman to be elected to the top spot in this 1,800-member 
group of business and professional leaders. Glen is the owner of 
M. Glen Miller, Advertising. . . 

For the next two weeks, Northwestern University (Chicago campus) 
is conducting a School of Financial Public Relations, sponsored by the 
Financial Public Relations Association. Among the directors of the 
course is John R. Christie, of Dan B. Miner Advertising Agency, Los 
Angeles, who is in charge of a class in case histories. . . 

His first birthday (first month, that is) has just been celebrated by 
Gregory Michael McPartlin, son and fourth child of John McPartlin, 
Chicago NBC-TV salesman. . . Farm Director Roger Harrison and 
Educational Director Ben Hudelson, who share an office at WBZ, 
Boston, became fathers within a space of a couple of days. The Har- 
risons’ baby is a girl, their second, and the Hudelsons’ is a boy, little 
brother to two girls. . . 


HEAT BEATERS—Artists, copywriters, account execs and others in Ruthrauff & Ryan’s 

Chicago office had a sandwich-and-cold-drink lunch and a speedboat ride on the 

lake during the noon hour of a recent sizzler. The girls in the foreground are Rose- 
mary Kramer (left) and Ruth Schoen. 


It was a typical art director’s holiday for Claude Taylor, a.d. and v.p. 
of H. M. Gross Co., Chicago agency. He’s just returned from a 3,200-mile 
motor trip through the western states with 15 water colors completed 
on the trip. . . For Chicagoan Kay Sheldon, of Grant Advertising, it’s 
one reunion after another. While she was in Europe a couple of months 
ago she visited a brother near Vienna. Now she’s leaving by Pan 
American Clipper to set up a research department in Grant’s Manila 
office and see another brother, who is stationed on Okinawa. She'll be 
back about Sept. 1... 

Robert Heller, New York industrial designer, left for England July 21. 
Later he plans to confer in Stockholm with industrialists who are 
sponsoring an exhibit of Swedish homefurnishings handcrafts scheduled 
for showing in this country next year. . . Closer to home are vacationists 
Leonard Patricelli, program manager, and Irwin Cowper, assistant sales 
manager of WTIC, Hartford. The Patricelli family is spending a month 
at Hawk’s Nest Beach on the Connecticut shore, and the Cowpers are at 
Nantucket. . . 


THORNBURGH CBS FAREWELL—D. W. Thornburgh (center), who leaves the post 

of CBS vice-president in charge of the western division to become president of WCAU, 

AM, FM and TV, Philadelphia, on Aug. 1, receives a gold-plated putter from A. E. 

Joscelyn (right), director of operations for Columbia Pacific Network, during a 

farewell dinner tendered by network employes. A surprise guest was Dr. Frank 
Stanton (left), CBS president. 


Bob McAndrews, managing director of Southern California Broad- 
casters Association, has been named radio liaison on the Los Angeles 
Chamber of Commerce publicity committee for the Sept. 4 City Beauti- 
ful campaign and celebration of the city’s 168th birthday. . . 

American Type Founders Sales Corp.’s Chicago branch manager, 
Roy J. Kirby, has been elected president of the Chicago Club of Print- 
ing House Craftsmen. . . Naylor Rogers, executive v.p. of Keystone 
Broadcasting System, Chicago, is joining the clan at the Rogers family 
cottage near Kingston, Ont., for several weeks’ vacation. . . 

Ben Gimbel Jr., pres. of Gimbel’s Station WIP, Philadelphia, got him- 
self into the political limelight by offering his station’s facilities to 
political opponents in the Quaker City for a debate-to-the-finish. . . 

Maybe the Stork Club is the most appropriate place for a birthday 
party. Anyhow, that’s where John Palmer, pres. of John Palmer As- 
sociates, is giving one on Aug. 17... 

Combining business with pleasure is Luis G. Dillon, executive vice- 
president of Foote, Cone & Belding International, who has left for an 
extended business trip to Latin America. . . 
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A recent addition to the American 
language is the word ‘“‘ know-how.” 


In the preparation of successful 
advertising, ‘‘know-how’’ is not 
enough. There must also be: : 


“know-when” 
“know- where” 
“know-who” 
“know-why” 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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STUDIOS, INC. 


AMERICA'S LARGEST ART AND PHOTOGRAPHY STUDIOS 


PICTURES 


Book on How To Sell 
to Latin Americans 
Scheduled for Fall 


New YorK—A new book on 
“How to Sell to Latin America,” 
by Abram A. Preciado, author of 
“Exporting to the World,” will be 
issued this fall by Funk & Wag- 
nalls Co. as one of its Modern In- 
dustry series. 

The book is said to give “the 
foundation on which can be built 
a well-rounded understanding of 
the problems that face the business 
man who wishes to operate in the 
republics of the South.” It con- 
sists of four parts: a review of 
business opportunities in Latin 
America; a market research re- 
port on each of the Latin American 
countries; a textbook on the tech- 
niques of exporting; and a sum- 


mary of the international agree- 
ments that exist for the fufther- 
ance of international commerce. 

The author has spent a number 
of years in South America and 
is said to be thoroughly familiar 
with current business conditions 
there and with the psychology of 
Latin American peoples. 


Richards Promotes Two 


John S. Davidson, vice-presi- 
dent of Fletcher D. Richards, Inc., 
New York, has been named direc- 
tor of the agency’s radio and tele- 
vision department. Tom Hicks, in 
the radio department for the past 
year, has been appointed program 
director of the department. 


Names Worthington 

T. K. Worthington, formerly 
with Tell, ADVERTISING AGE and 
Science, has been named business 
manager of Harvard Business Re- 
view, Boston. 


LL ROADS ON THE COAST lead to ABC markets. 
Olympia, capitol of Washington, is just one of 42 Coast 
towns where ABC has 50% or better BMB penetration 
(73% of its radio families are regular ABC fans). 


CA 
CALIFORNIA 


Tey 


ANT MISS THE WAY to Ventura on your sales map 
if you study BMB figures. They show 72% of this sea- 
side oil center's radio families are regular ABC tuner- 
inners. So if you’re mapping a Coast campaign, let an 
ABC representative help you find the right road. 


AB 


j 


VE a SE | 


Y FAR THE EASIEST ROUTE to Stockton is via ABC. 
For BMB proves that 78% of the radio families in this 
California canning center are consistent ABC listeners. 
Inside ANp outside, you get all the towns on ABC. 


(On the coast 
you cant get away from 


AB 


( 


FOR COVERAGE... ABC's booming Pacific network 
delivers 228,000 watts of power—49,250 more than the 
second-place network. This power spells coverage— 
ABC primary service area (BMB 50% or better) covers 
96.7% of all Pacific Coast radio homes. And ABC’s 
Coast Hooper for 1948 was up 9% or better both day 


and night. 


FOR COST...a half hour on ABC’s full 22-station Pacific 
network costs only $1,228.50. Yet you can buy as few 


as 5 stations for testing or concentration. And ABC 


is famous for the kind of audience-building promotion 


that helps slice the cost-per-listener. 


Whether you're on a coast network 
or intend to be—talk to ABC 


PACIFIC NETWORK 


New Yorx: 7 West 66th St. - TRafalgar 3-7000—Dernorr: 1700 Stroh Bldg. - CHerry 8321 —Cuicaco: 20 N. Wacker Dr. 
DElaware 1900—Los ANGELES : 6363 Sunset Blvd. - HUdson 2-3141—San Francisco: 155 Montgomery St. - EXbrook 2-6544 
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Schenley Broadside 
to 170,000 Retailers 


Urges Lower Taxes 


New YorK—Schenley Distillers 
Inc., has issued a call to 170,00( 
liquor retailers and wholesalers t 
support a petition urging Congres: 
to reduce federal excise taxes on 
alcoholic beverages. Recently pro- 
posed legislation would cut othe: 
wartime excise levies from 20 to 
50% without reducing the $5 pe: 
gallon war tax on alcoholic bever- 
ages. 

The latest Schenley message, in 
the form of a mailing piece, is the 
second step in a campaign initiated 
in June. Then Schenley pub- 
lished large-space ads in trade 
publications and distributed dis- 
play posters urging the trade to 
demand equal treatment in excise 
tax legislation. 

The message warns that the 
heavy wartime tax on distilled 
spirits may become permanent. 
One-half of the giant bulletin ap- 
peal is devoted to a suggested pe- 
tition which consumers could sign 
to register their desire that the 
industry be included in tax reduc- 
tions. Retailers are asked to for- 
ward completed petitions to the 
tax council of the Alcoholic Bever- 
age Industries. No tabulation of 
total returns has, as yet, been 
made by the tax council. 


ws The message was signed by five 
Schenley affiliates—Schenley Dis- 
tributors, Inc.; Three Feather Dis- 
tributors, Inc.; & Melrose & Co.; 
Gibson Distilling Co., and Straight 
Whisky Distilling Co. of America. 

Throughout its campaign, Schen- 
ley has emphasized that it is not 
asking on behalf of the liquor in- 
dustry for a reduction in alcoholic 
beverage excise taxes to the ex- 
clusion of other commodities now 
being considered. 


Sandura Maps Fall Campaign 

Fall advertising plans of San- 
dura Co., Philadelphia, include 
color pages in consumer magazines 
for the first time since the intro- 
duction of its new vinyl plastic 
floor covering, Sanduran. Ads 
will appear in the October issues 
of Better Homes & Gardens and 
Good Housekeeping promoting 
Sanduran and Sandura-Wall, a 
plastic wall covering. These two 
magazines are the first step in an 
expanded consumer advertising 
campaign which will include ad- 
ditional magazines. John Falkner 


Arndt & Co., Philadelphia, is the | 


agency. 


Promotes New Train Route 

A new overnight service be- 
tween Jacksonville and New Or- 
leans will be offered southern 
travelers by Seaboard and Louis- 
ville & Nashville Railroads with 
the introduction of the “Gulf 
Wind,” a new train for the Gulf 
Coast route. Servicing Tallahassee, 
Pensacola and Mobile, the “Wind” 
will have streamliner connections 
from and to East-West coasts and 
central Florida points. Advertis- 
ing is being placed with Gulf 
Coast newspapers through Caples 
Co., New York. 


Hartford Adclub Elects 

John E. Allen, advertising man- 
ager of Fuller Brush Co., Hart- 
ford, has been elected president 
of the Advertising Club of Hart- 
ford. Other officers are: Walter 
Johnson, Travelers Broadcasting 
Service Corp., lst vice-president; 
Robert E. Brown Jr., Aetna Life 


Affiliated Companies, 2nd vice- 
president; Elena Petrini, Aetna 
Affiliated Companies, treasurer, 


and Florence Farrell, Hartford 
Chamber of Commerce, secretary. 


Always Dependable Quality and Service 


CC ae 
ENGRAVING COMPANY 
208 S. STATE ST. ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART-COPY-LAYOUT 

A ONE COLUMN CUT OR A ; 


COMPLETE COLOR BOOKLET 
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how’s business? 


C7rOOD 


In the first six months of this year, The New York Times published the greatest 
volume of advertising ever published by a New York newspaper in this period. 

Its 18,206,475 lines of advertising in this period showed a gain of 710,824 
lines over the same period last year. 

Could you want stronger evidence than this dollars-and-cents testimony 
from advertisers themselves that advertising in The New York Times pays off... 


that it helps make business... that it helps make good business even better? 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


Biggest Salesman in the World’s Biggest Market 
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Bill to Revise 
FCC Act Aims 
at Bottlenecks 


WasHINGTON—The first major 
revision in the Federal Communi- 
cations Act in 15 years became a 
possibility last week, after the 
Senate interstate commerce com- 
mittee approved legislation de- 
signed to eliminate administrative 
bottlenecks that delay handling 
of radio and television applica- 
tions. 

The bill reported by the com- 
mittee is confined almost exclu- 
sively to the commission’s struc- 
ture and procedure. To speed con- 
sideration at the present congres- 
sional session, controversial sub- 
jects, such as FCC’s right to re- 
view program structures, have 
been left to subsequent legisla- 
. tion. 

s The separation was made, said 

5 Sen. Ernest McFarland (D., Ariz.), 
to speed the enactment of changes 
which have been demanded in 
hearings the committee has held 
over the past six years. 


s During these six years, 145 per- 
sons have appeared, 800 statements 
have been filed and more than 
3,700 pages of printed testimony 
have been accumulated showing 
a need for changes in FCC pro- 
cedures, he said. 

The changes proposed in S. 1973 
are unanimously endorsed by 
broadcasters and have commission 
backing for the large part, Senator 
McFarland reported. 

In addition to mechanical 
changes in the processing of ap- 
plications, the bill sets up a “cease 
and desist” order procedure for 
disciplinary action against sta- 
tions accused of minor rule viola- 
tions. 

Salaries of FCC commissioners 
are increased from $10,000 to $15,- 
000, but a special provision is in- 
cluded prohibiting commissioners 
from resigning in mid-term to 
accept positions in the broad- 
casting industry. 


gw In approving the bill, the com- 
mittee eliminated a section which 
would prevent FCC from denying 
a license to newspapers or to any 
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other applicant on grounds of 
“race, religion, political affilia- 
tion, or any kind of lawful occupa- 
tion or business association.” 

The committee said the pro- 
vision seems unnecessary since 
FCC acknowledges it would be 
unconstitutional to adopt an anti- 
newspaper regulation, or a similar 
regulation discriminating against 
any other lawful occupation. 

The bill also would eliminate a 
Communications Act section au- 
thorizing FCC to cancel communi- 


cations licenses of any company 
found guilty of anti-trust viola- 
tions. The report says this does 
not impair FCC’s right to take 
anti-trust convictions into con- 
sideration when applications for 
licenses or renewals are before 
it. 


Casey Joins Knox Reeves 


Thomas A. Casey, formerly ra- 
dio director of Armour & Co., Chi- 
cago, has joined Knox Reeves 
Advertising, Minneapolis. 


TWA Names Gunter Agency 


K. C. Gunter Co., New York, 
has been selected by Trans World 
Airline, New York, for prepara- 
tion of direct mail literature. The 
agency is headed by Kenneth 
Clavering Gunter. Batten, Barton, 
Durstine & Osborn, New York, 
handles TWA’s main account. 


Parker Leaves WTOR 


James R. Parker has resigned 
as general manager of Station 
WTOR, Torrington, Conn. 
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Kahn Agency Appointed 


Pringle of Scotland, New York, 
manufacturer and importer of 
cashmere sweaters, has retained 
George N. Kahn Co., New York, to 
handle Canadian advertising and 


promotion in addition to the 
American program. 
Agency Changes Name 

CEDeR Advertising Co., St. 


Paul, has changed its name to De- 
Rosier, Inc. C. E. DeRosier oper- 
ates the agency. 
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Advertising Age, August 1, 1949 


2%erkins Named Manager 

H. S. (Cy) Perkins has been 
vamed manager of the premium 
and specialty department, portable 
electric appliance division, of Lan- 
ders, Frary & Clark, New Britain, 
Coan., manufacturer of Universal 
household helps. He was formerly 
with the Proctor Electric Co., Phil- 
adelphia. 


To Issue Brand Directory 
Apparel Arts will publish a third 

annual directory of brand names 

in the January, 1950, issue. List- 


ing international as well as Amer- 
ican brands, the directory will in- 
clude company, merchandise clas- 
sification and brand names. 


"Women’s Wear’ to Paris 


Women’s Wear Daily, New York, 
will be offered daily in Paris for 
accommodation of American vis- 
itors to the Paris couture openings 
which start Aug. 1. Copies first 
appeared July 25 and will continue 
to be flown via Air France to the 
Paris office of Fairchild Publica- 
tions until Aug. 10. 


Two Appoint Morrow Agency 

Radio Institute of Chicago and 
the Commercial Art Institute, 
Inc., Chicago vocational schools, 
have placed their advertising with 
Tim Morrow Advertising, Chi- 
cago. Daily newspapers will be 
used. 


Leaves ‘American Druggist 

R. O. d’Albert, who has been 
with American Druggist for the 
past ten years, has resigned as 
western manager to operate a 
gift shop in Eureka Springs, Ark. 


U.S. CofC to Oppose ° 
Legislation on Fur, 
Fiber Labeling 


WASHINGTON—The U. S. Cham- 
ber of Commerce announced last 
week that it will oppose legislation 
tightening the labeling of fur, fiber 
and cotton products. 

The chamber wrote the Senate 
interstate commerce committee 
that it prefers the trade practice 


primary purpose—better publishing performance. Knowing who and where the real 


market is helps McGraw-Hill aim its editorial—and your advertising—with pin-point 


accuracy. 


Typical of McGraw-Hill’s thorough-going knowledge of all its fields, the Census 


provides up-to-the-minute information on the manufacturing industries. The result is 


a list of your best customers in metal working, food and chemical processing, textile 


and other manufacturing fields.* 


A Continuing Project. Your markets and the men who comprise them are a constantly 


shifting target. That’s why the Census is a continuing project, to keep McGraw-Hill 


publications and advertisers on top of the ever-shifting pattern of growth that charac- 


terizes American industry. 


| AS WE GO TO PRESS 


We are in the final stage of tabulating figures for 1949! 


source of data on American manufacturing industries 
available anywhere. Although the Census lists are not 


published, the information they reveal may be helpful to 


you in many ways 


sales poteritials, checking sales performance, or as a basis 
for specialized market surveys of your own. Ask your 


) McGraw-Hill man for more information about this 


| service. 


This makes the McGraw-Hill Census the most up-to-date 


defining your markets, measuring 


8 88 € 28%: & 8.5 


*Comparable market information is also available 
on other fields served by McGraw-Hill. 


1| hide in a smokestack? 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 
Every McGraw-Hill Magazine is a Member of, or is Qualifying for Membership in, The Audit Bureau of Circulations 
ONE OF A SERIES ON THE ‘‘PLUS VALUES" TO ADVERTISERS OFFERED BY McGRAW-HILL PUBLICATIONS 
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conference procedure of the Fed- 
eral Trade Commission as “a use- 
ful and proper means of promoting 
better standards of business and 
eliminating unfair competitive 
practices.” ’ 

Legislation authorizing FTC to 
require “truthful” labeling of furs 
passed the House last month. 


General Mills Names Three 


General Mills Grocery Products 
division, Minneapolis, has_ split 
its former eastern division into 
the Atlantic and northeastern divi- 
sions. J. J. Moran has been named 
to head grocery product sales in 
Atlantic, northeastern, southeast- 
ern and Sperry divisions with of- 
fices in Minneapolis. I. K. Joyce 
will manage sales in the north- 
eastern division, and A. T. Kane 
in the Atlantic division. 


Campbell-Ewald Expands 

Campbell-Ewald Co., New York, 
has taken another complete floor 
at 1 East 57th St. Already on the 
14th floor, additional space was 
necessitated by rapid television 
growth. 


LET THE “REP” 
HELP YOU 


- 


Branham-men are seasoned 
advertising counselors. Mar- 
ket and media-wise they are 
in constant daily contact 
with all factors who develop 
national advertising policy 
and campaigns. Branham is 
a sales organization repre- 
senting leading media and 
serving national advertisers. 


May we help you? 


Calla Branham- 
man today. 


THE SR 


BRANHAM 
COMPANY 
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What happened 
to the 8:15? 


It is 8:15 A.M. 


But no commuters stand on the station platform 
casting nervous glances at their watches. 


Nor has the schoolbus rolled by with its shrieking cargo 
of humanity. 


For it is Sunday. 


Outside of the thump of a newspaper on your doorstep, 
few sounds disturb the stillness of this peaceful 
morning. 


But that newspaper that was dropped so quietly can 
wake up a nation. For most everyone reads the 
Sunday newspaper—and 9 out of 10 adults read the 
part that excites them most—the comic section. 


Who got America excited about corned beef and 
cabbage ... and put it on every table? Who but Jiggs— 
one of the world-loved, all-star cast of characters 
appearing regularly in Puck, the Only National Comic 
Weekly. When Dagwood and Blondie had their last 
baby, more than 400,000 of their faithful followers 
sent in names for it. Flash Gordon’s glamorous “Dale” 
popularized upswept hair-do’s and ‘‘wedgies.” 


And this editorial excitement follows through right 
into the advertising in Puck. 


Proof ? 


Compared with leading magazines, identical copy in 
Puck delivered four times as many readers for a soft 
drink and a pancake flour . .. and five times as many 
for a soap product. 


An identical ad for a mail-order book on home 
improvement produced 6!% times as many orders at 
one-half the cost of a leading home-improvement 
magazine. 


These and other exciting success stories about leading 
national advertisers are pictured for you in a booklet 
we'd like to mail or bring to your desk today. 


Let us show you the high excitement with which this 
powerful social and sales force, Puck, carries your 
message to 17,797,000 adults—plus practically every 
youngster—in over 7,400 communities where 83“ 

of all goods are bought. 


Where will YOU be next Sunday? 


THE COMIC WEEKLY 


America’s Most Powerful an Cacia Sales Force 


ABC CIRCULATION MARCH 31ST, 1949: 
8,375,472, INCLUDING PHILADELPHIA BULLETIN 


eS tee astee ee / ip, i The Only NATIONAL Comic Weekly 
’ | E* cee 2 de Ae A Hearst Publication, 63 Vesey Street, New York; Hearst Building, Chicago 


nae 
ee Sa eG 
mee se re, 


eer y 

Se , 
- ae, 
4 eee 


eee Ee ro F : ee JERS “ic ey 2 i ee ate See ne ee 
eid ea Fae at peges Meee. ‘ - goth. ; i Sb ae jena ee i J ER ETS i ema x i 7 ee ats, 5 ee a to > eS a, og sg ae ae 
encbday Tea a ea SE Ts eT Mas yeti) an, re ee 
Sr PR Fe oe, Sy [gp es tee ete! ee: eee = iS ee Sn ; ? ee ee ae oe Soe a ca y my aes Benin i rae Been ae oe % rs : rae Malton ok 
eee seen fig. a io 2 = a zo 3 atten ter ee at at Se en ag ‘ ide" < ae ree a 3 = “ae 
ru : eee i ar ae ee oe -, ial hie 3 tad ia Pn td ca Rag > i , Sd a | ee . 7 oe ed aah ane ce eee eee oe ms be St ne oy Gag ay, ‘ ress erg gio Pa a ice 
ss dee gic Bist es ie Se pos ten = ee eas a ee 4 rl ral Ba LP er : cade ee th. _ oe : ci See . — ae lave i aos 
eee ee Ss ree aie oe eee. fee og ee eee ee ee Oe | So ee ey ; giles, = 
ESAs a ee 2.) SOR rn Saree oe tae e.g ec te ee es ee ee eee ee A a ee ee el te 
5 “ . s ; : c. 
—_ i it a go ‘- 2 Bie d e é ¥: j ~ 4 
os i is ~ on ae Peers bess Tt? megecontonn ia ” 
e Ee bod § *$ 
a © hes % we f * 4 x | 
5 A i ea baa ip # ¥ j e w % 
~~ ? ‘4 £2 a ee ce P - Bic 3 2 
ib ke fr Fe ee 
i A Pies See 4. cS shee Ee a ee y 
a ‘ Se - aes acd = om = 4 . S 
a, a a / F st f £% stg # : i — : 
}  é 4-2. ¥ = a : - 
oEy vA if Tee ee — mot 
i 4 f ffaacg & oe ¢ = a . 
‘ Loe By &. pe Mes ars ‘ a . ; ss ae: “7 
4 aa lan in 2 $ 
ey fs A= a 
i. F ed So mami Bees: ‘ ee 
i ? * ee i ‘ 8 os Riso: a. | 
* £e £ a UE ae ol 
ff £ ae ae 
fj 4 eet Betapace : *. 
en ee J 
__< ie - gsc 
P eae Ss ae tobe pas &, 
lO Fe aS Pe 
- ; ee iy : acca ima — i Sea . 
Be a rnas Pp aon ans a en teri 
fi fs a Eee : "he ot ea 
. ee fee Fes 
ce cae Sores or a a 
- FF tee. ; -cromomnowd f ~Sgenie 2 x 7 
| F. f= — | a 
‘: a! Siveton Fire se 
—— Oa CE, nna sarap ee ae * Sei i 
i ce f ey é ~~? 
’ a nn i nnn * a : 
- a S| Miiieeteeeesecsts seedenttanasemmarsercens-— Samy <— a 
sratorennnnatrente ti ¥ warned . P * & ra = 
ay | OMAR R DRA 0 RATA ee noc ei oa m Be Sieg si 
es i " ee ‘oun eae , tae 
Be “ Be ine 
ge Caemamnioiin:. [ier a 
oa | a a = a a 
saith ' . — 0 Me Si a _— ee 
2 “sa : : eee a ae ae 
ee pee : i = mga ; i he " ae : 
? << lh z ga Nhe | Ad 
' PR. a neaanamaaNile ‘“ Hy Soman aa . ‘ oe - 
i ee: i ie } 
Re “ ; s es : ne 3 aa es e 
j ; y some f- won j =} “pe # $ & led : 
4 MD Nn NE wr nneicns csp te - % 3 
= Ee ae i: "id 
: —_ 0 “3 er 
ee cael © oS a Bt» " spike at te 
° ——- a > ees ty ‘ 3 * 
ate: seeiiaiiiaaieeietminmen. : #e bots * sn yg # 
siren <r ; ae a 2 7° a a : . 
Palicenaiee aaa © tees: * + * & 
ta = f on . AB 
it es fp ee e ig. id 
P ‘6 # . ao eRe. 5 : a 
. . wa” ae ® ‘ pe eee 
F oa —nemmet ee ‘ , eae oe 
fee ; 7 e i i tp ie. © 3 e 
#% oe” f ae ef Oe ; i + oe 
ie slits i Midas .” ae 4a a ‘a. gilts ee 
ol on Per Re ee & ee 
RR bee B00: sas e ‘ , ak ee aA +f : i 
et limite aged of : ¥ > es ia 
i ee kk 4, , it ee fp ilie S “i ; Sao —s 
ne pata " pe gga Fe a ae as a : & $s ¢ ‘ ~ ie ‘ge Ss “i se 4 
~ ee ae Se ee Oe 
7 * aaa gg * il, coe Ce et Sept hy 
- RPO HG, , Pe , © ey” 
a : a ae a : Pe ir Sar 
~~ oe f- eet ‘ se - were tn 
a iia, 2 tye: pile ng ‘ = 2. = Oe : Penge 8 . 
si i: e =o Bae se) Se 2 % 4 ae i 
a | <i Ce fete ae ig ” 2 ’ P a 4 F ** 
se : ~ — a : “antl, #. . a, ‘i ae aoe 
"4 * ee ; . thst “— “gi See 
' oF PN de nig ; : ' — 
P all oe * x , a ae a 7 
Bb “pe gic es _ , TES RO Re ae os BB a: 
” i Ae 3 “ ORI eB See ee 
ic a F a . 
i —— ar *: “im eS a 4 ‘ 
Cie 3 a eS a ie bi ig 
is eg gal tat + AE ge 
oe % . os ‘s a = Se ee ; , sng * ng, ii te 
— eee 4s eS oe Se 
i “ " Swe ‘ - “ 2%, ‘iia. 
‘ ee * + tae 
pn ae ee ~ iwen 5 “ ee ay ae — a 
“. : = Seat. ica. oe - se * a * soit aga BS 
; eos . ? seen ‘~ -— i am 
‘ ae ae Ce oe i 8 ee a 
a Se Sia aa ye Pe < ~~ <r : “ i ae Fs 2 4 
any, | oA. a neg tS 
¢ a oat oe eso wees eg em. le MAE smn’. — sa 3 tes 
mene ‘Why OF ag. gt ee agai 
= _ ahaa on ee tI ey.” Sy 
St on a ee ii ot lls 
a... i Be i ii § be sy ee # ¥ » F 
| | eee eae ae ee ES 
— ee eS es | ee ee ae 
ee ; ae” a git. mail . & Se tia ‘s bisa Rin A sg . : 
waa a ae eee he ae a ? F 
— $ - si ™ es 2% = > % ¢ em mae? oe ti . Rd ‘ } al ; a rr - ' 
_* be: . = th go ge - wf * \ What Lools ese Mortals be! Z 
eee ts . ‘eagaeet a es: el I a ey - me ‘ten: 4,4 Dad A} a | Goss a = ™ 
a “ sek sa tt, Rg : he om. ae . <i bem, os \ y ; ‘ Y 3 ’ as 
ag Oe oh ee ce: Vy - “= 
oe . ge Se ee i. és OS ee Ye pe . ie oS ty 4 "Ny Yf ieee 
eo _ : , wel ee % a é. me ay F P yy ay “2, 
. ae >, at ae _— —™~ * s et 4 Big Z Su * \ d 5 Yy, yy > 
WR ie Be : a ee : - A x. we ~§ Upa~ 
Pon De gi a ee ee ‘ ae z ee m ym a. 
a Penn er, ee 
'* CP CFD Fee es ‘ ie. 
“4 2 , ite Pe are a 
“i il Pot a ae. 
- ‘ * i ee eH Se ie» % be ae ae” 
‘f eg dea : ag oes, ia Ys my : 
: ee : . fee gia + ~~ et +» 2 ae 
4 eg Fg COR a na - & ee fi _ 
™ Wbed | ‘ Ret a 
* ssc ot ats : ee ee te 4 e.. <a sage te, ‘yp: 
‘3 * ae = ae ee 
- Lae — Ss i, i sf, ~ 
mia ke ” ‘ MS . Ee . 
aie oe * 
ana ® 
> 
a : . a 
Rooks at ae oe cpu hers cst OMB Se EAST iene re a te ae ene ene a mean hice oon ae a eae gees eed BE SORUN erg Pee Megs aE Ct een ane ileat geet Se ee oe Merrie 
Se oe eos ae ss Lee phe ah Bahn ok sak par See ee ESS on hha A De EE eee ee Wier hh erie Pee Cn ee ar Bhat et ee inp ae de ee ae Sen ary Gain era) BS Sige ieee es et ty bear aces wok a. Pi a ae (ip see cae a 


Alf Landon Sells KTLN 


Station KTLN, 1,000-watt day- 
time Denver station, has been sold 
for $45,000 by Alf M. Landon, the 
former Kansas governor, to Leon- 
ard Coe, Little Rock, Ark. Mr. 
Coe owns Station KLVC, Little 
Rock, and formerly was with the 
Texas State Network. The sale is 
subject to Federal Communica- 
tions Commission approval. 


Ward's Reports Names Hicks 

Charles C. Hicks, formerly pro- 
motion director and program pub- 
lisher of the Detroit Symphony 
Music Hall enterprise, has been 
named director of advertising of 
Ward’s Automotive Yearbook, pub- 
lished by Ward’s Reports, Inc., 
Detroit. 


G. IL. Home Loans Increase; 
Outlook ‘Not Depressing’ 

Wasuincton—If the 4% G. I. 
loan is an indicator, the market 
for housing is apparently loosen- 
ing up again. Applications for 
home loan guaranties under the 
G. I. bill totaled 27,412 in June, 
more than 40% above the low point 
reached during the first three 
months of this year. 

So far, G. I. home buyers have 
been superlative risks. In all, 1,- 
}| 500,000 loans worth a total of $8,- 

457,000,000 have been made. Less 
t| than three in 1,000 have defaulted, 
and only 18 in 1,000 are lagging in 
their payments. 

An important lending institution 


Chicago 5.1 linois 


431 S. Dearborn St., 


Dia you know » 
CHICKENS 
WEAR GLASSES? 


that our P 
} now working full 
capacity pro= 
ducing dealer 
jaentification 
ana other signs? See "coo 


p" -on pelow 


G : PRINTING 


-BALL SIGNS 


prilliant 
and more 
Fluor ese. Made in many styles 
a ° 


and treatments, $6 Up. 


"OADCO FIRE 


SIGNS 
EALER aiices 


PLASTI-GLO D 


. as 
tic face, coo 
iene. very popul 


CHICKEN BI 
a roost 
that 


ers and 
's what 


chicken 
your sen 


NAME.-+***** 
ADDRESS.«+s*s°°°°°" 


— 
_o 
—_—_—— 
_oo 
—_— 


—_ 
—_—_—— 
e—— or 


By STANLEY E. COHEN, Washington Editor 


here, with $9,000,000 of G. I. “pa- 
per” in its portfolio, reports only 
six instances of G. I. loans more 
than 90 days in arrears. 

While the 4% loan is hard to 
get in many communities, Veter- 
ans Administration believes it is 
“on the way back.” The govern- 
ment’s “secondary market” has 
helped, but the big factor is an 
apparent change in the money 
market. Bond yields and interest 
rates are down generally, and the 
4% G. I. loan looks more attrac- 
tive to lending agencies in need of 
profitable investment markets for 
rapidly mounting savings deposits. 

There’s nothing very depress- 
ing about the Department of Com- 
merce business indicators, either. 
-Industrial output and prices are 
still tapering off, but personal in- 
come and retail sales are steady, 
and the flow of goods to consum- 
ers “shows marked stability,” ac- 
cording to “Survey of Current 
Business” for July. The White 
House acts on the assumption that 
it is premature for government to 
adopt important “anti-deflation” 
policies. Meanwhile, the Depart- 
ment of Commerce is conducting 
spot-checks in New England and 
other “depressed” areas for the 
purpose of seeing that govern- 
ment purchasing agents spend 
their money in areas where it will 
do the most good. 


From here on in, the postal rate 
legislation is on a day-to-day basis. 
Postal workers forced the issue 
by collecting 218 House signatures 
on a petition bringing a $237,- 
000,000 postal pay bill to the House 
floor August 8. An increase in 
postal pay probably would make 
an increase in postal rates inevi- 
table. 

Members of the House post of- 
fice and civil service committee, 
who have examined the pay and 
rate situation, are thoroughly an- 
noyed at the possibility that their 
expert judgment will be by-passed. 
Some of them may try to make the 
postal pay bill less attractive by 
insisting that the increase apply 
to all 2,000,000 government em- 
ployes. 


As the congressional session goes 
into the hectic home stretch—as 
everyone assumes it is—the “ex- 
perts” on the Hill are nervously 
alert for “the unexpected.” They 
think they sense one “sleeper” in 
the much discussed resolution or- 
dering the President to cut gov- 
ernment spending by an arbitrary 
5 or 10%. According to the “ex- 
perts” this resolution may carry 
a rider authorizing the President 
to increase the prices of services 
the government “sells.” While this 
ostensibly applies to such items 
as canal tolls and Government 
Printing Office price lists, some 
experts say it could also apply to 
postage rates. 


The shortage of commissioners 
at Federal Trade Commission is 
beginning to take its toll. Last 
week the commission was asked to 
rehear its big basing point price 
case against the makers of glucose 
products. The reason: only two of 
the commissioners who heard the 
case are currently voting on de- 
cisions. 

The commission is ripe for a 
case of nerves. One member, Ewin 
Davis, is seriously ill. Two, Gar- 
land Ferguson and Lowell Mason, 
are “in the dark” about President 
Truman’s plans for their futures. 


A prospective commissioner, John 


Carson, has been awaiting the 
pleasure of the Senate for nearly 
four months. 

e ee 


The American Retail Federa- 
tion’s president, Roland Jones, 
says retail industry has to “or- 
ganize and coordinate its strength” 
unless it wants to risk ending up 
at the mercy of “groups which 
have adopted political action as 
their basic policy.” Mr. Jones has 
been doing some singularly suc- 
cessful political acting of his own 
recently. During the week a spec- 
ial House military affairs sub- 
committee followed his advice and 
clamped a lid on “mail order” 
business maintained by military 
PX and ship service stores for re- 
frigerators, television sets and 
other high price appliances. Ear- 
lier the committee, at the prodding 
of retailers, forced PX and ship 
service stores to charge customers 
the federal luxury tax which re- 
tailers are required to collect. 

ee e« @ 

Anti-merger legislation, prevent- 
ing firms from buying the physical 
assets of their competitors, cleared 
the House judiciary committee 
Tuesday. This has been a “must” 
bill for FTC and the Department 
of Justice for 20 years. Several 
times it has passed one House or 
the other, but never manages to 
squeeze through the adjournment 
rush. 


Fast Turnover Keeps Prices 
Down, GMA Survey Shows 


A continuing high volume of 
grocery sales is allowing both 
manufacturers and distributors to 
operate at a lower cost, although 
jobber and retailer percentage of 
net profit per dollar of sale is 
lower, according to a survey re- 
cently completed by Grocery Man- 
ufacturers of America. 

Paul S. Willis, president, re- 
ports that returns from a survey 
of 89 manufacturers (producers 
of cereals, soups, meats, vegetables, 
soaps, cleansers, desserts, bev- 
erages, etc.) show that these com- 
panies are now earning an average 
of 3¢ per dollar of sale, compared 
with an average of 4.6¢ in 1939, 
when sales volume was only one- 
third as large. 


Joins Allen & Reynolds 


Daniel D. Kelly, alumni secre- 
tary-public relations secretary at 
Creighton University for the past 
five years, has joined Allen & 
Reynolds Advertising, Omaha, in 
an executive capacity. 
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Artists to Receive 
‘Portfolio’ in Fall 


CINCINNATI—Advertising sales 
offices have been opened in Chi- 
cago and New York by Portfolio, 
new quarterly magazine to make 
its initial appearance in November. 

Warren T. Mayers has been ap- 
pointed eastern advertising sales 
manager with offices at 130 E. 61st 
St., New York. Stuart J. Osten has 
been placed in charge of the mid- 
western sales office at 333 N. 
Michigan Ave., Chicago. 

Portfolio will appear with a 
guaranteed 9,000 circulation among 
art directors, advertising and 
graphic arts executives, commer- 
cial artists and designers. Issues 
will be devoted exclusively to 
presentation of original and out- 
standing work in advertising art, 
design and typography. 

Advertisers will be sought from 
ranks of paper houses, typefound- 
ers, typographers, printers, lithog- 
raphers and engravers, art sup- 
pliers and advertising agencies. 

Portfolio will be published by 
S. Rosenthal & Co., 83-year-old 
Cincinnati printing house. Pub- 
lication offices are located at 22 
E. 12th St., Cincinnati 10. 


John Crichton Named 
AA Executive Editor 


John Crichton, a member of the 
editorial staff of ADVERTISING AGE 
since 1941, has been named execu- 

tive editor, suc- 
' ceeding Law- 
rence M. Hughes, 
who has resigned, 
effective Aug. 5, 
to become ed- 
itor of Sponsor. 

Mr. Crichton 
joined the AA 
editorial staff 
in Chicago and 
was subsequently 
transferred to 
Washington as 
Washington edit- 
or. After a tour of duty as ensign 
in the Navy, he returned to the 
editorial staff of AA, this time in 
New York, where he will continue 
to make his headquarters. 


J. Crichton 


Hilton Joins Jam Handy 


George Hilton, formerly with 
Campbell-Ewald and Brooke, 
Smith, French & Dorrance, has 
joined the planning control de- 
partment of Jam Handy Organiza- 
tion, Detroit. He will work on sales 
promotion and training programs. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings iwc. 


207 North Michigan, Chicago 
FRanklin 2-5854 
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* IF YOU GROUPED THEM LIKE THIS: 
DELL ' MACFADDEN FAWCETT 
Modern Romances Experiences True Love Stories Motion Picture 
Modern Screen Photoplay True Romance Movie Story 
Screen Stories Sadie & Television True Story True Confessions 
in 8 seconds you're hot 
in 15 seconds you're good 
in 30 seconds you're not bad 


How FAST can you group these magazines ?* 


[|] 8 seconds 


4) Momageamer@ (tite bowme 


814,146 


[] 15 seconds 


[] 30 seconds 


1,216,217 
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287,456 
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NOW let’s look at them as Individual magazines 


5 out of these 12 group magazines have over a million circulation 


And 2 of DELL Modern Group’s 3 magazines are in this select 5: 
Modern Screen and Modern Romances. 


Modern Screen 


MODERN SCREEN, America’s leading 
screen magazine, is the only one among the 
top 15 on the newsstands. It also brings you 
an audience with family incomes 46% above 
the national. With Screen Stories it forms 
the largest single unit of screen circulation. 


Modern Romances 


MODERN ROMANCES is the fastest- 
growing woman’s magazine in America, 
reaching the youngest married audience in 
America. Among the top 15 on the news- 
stands, Modern Romances showed a greater 
gain than any other magazine for 1948. 


The Strength of a Group is in the Individual Magazines 


Dell Publishing Company 


261 FIFTH AVENUE — NEW YORK 16, N. Y, 


Dell & Macfadden ist Quarter ABC 


2,391 ,398 Fawcett tat Quarter Est. 
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Appoints Frank Carter 

Frank M. Carter has been named | 
sales manager of Technical Ad-| 
vertising Associates, Cheltenham, | 
Pa. He will concentrate on launch- | 
ing the new “Designers Blue Book 
—1950.” 


McMahon to Erwin, Wasey 
Frank McMahon, formerly as- 
sistant account executive of Foote, 
Cone & Belding, Los Angeles, has 
joined Erwin, Wasey & Co., Los 
Angeles, in a similar capacity. 


Joins Dickie-Raymond 

Charles A. Stevens Jr., formerly 
director of sales promotion of 
American Airlines, has joined the 
New York office of Dickie-Ray- 
mond, Inc., as account representa- 
tive. 


To Silberstein, Goldsmith 

I. Newman & Sons, New York, 
manufacturer of P. N. Practical 
Front corsets, has appointed Alfred 
J. Silberstein, Bert Goldsmith, Inc., 
New York, to handle its account. 
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New Publication Scheduled 


Heating & Plumbing Equipment 
News, a new monthly publication 
| for heating and plumbing contrac- 
tors, automatic heating dealers 
and wholesalers, and covering the 
plumbing, warm air furnace and 
radiator heating fields, is sched- 
uled for early publication by In- 
dustrial Press, 148 Lafayette St., 
|New York. It will be distributed 
on a controlled circulation basis. 


Johnston to Axelsen 

Robert Johnston, formerly with 
Station KDYL, Salt Lake City, has 
been named account executive on 
| the Denver & Rio Grande Western 
| Railroad Co. account by the Thom- 
jas H. Axelsen agency, Denver, 
which recently absorbed the Cu- 
sack Agency, Denver. Cusack pre- 
viously handled advertising for 
the railroad. 


Newspaper Art Work 
‘Do's and Don'ts’ 
Listed in New Book 


7 

New YorK—A 24-page booklet 
which covers procedures and 
standards of quality in preparing 
mechanical materials for news- 
papers, and which lists a series of 
specific “do’s and don’ts” for the 
preparation of engravings, elec- 
trotypes, plastic plates and mats, 
has been issued jointly by the 
American Newspaper Publishers 
Association and the American As- 
sociation of Advertising Agencies. 

The booklet, titled “Prepara- 
tion of Engravings and Duplicate 
Printing Materials for Good News- 
paper Reproduction,” is the sec- 
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choice: hammer home 15-second chain breaks 


all day long all over the country . . . sponsor 


the best programs in selected markets . . . or 


combine both plans. Any way you work it you 


get radio’s impact, right where you want it... 


selling cigarettes profitably for you! 


Your John Biair man knows how to 


put Spot Radio’s selective power to work selling 


products costing 5 cents or 5 G’s! He’s ready 


now to apply his knowledge of radio, markets 


and merchandising to your own problems. 


Ask him today! 
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ond in a series of studies being 
prepared by a joint committee of 
the two associations. 

It has been estimated that nearly 
$100,000,000 was spent on artwork 
and mechanical production for 
newspaper advertising in 1948. 
Faulty reproduction, it is said, 
can be reduced to a minimum by 
greater care in the preparation 
of artwork and plates. The new 
booklet explains in detail many 
of the things that should be done 
and those that should be avoided 
to obtain maximum fidelity in 
reproduction. 

A third handbook on the ship- 
ping and handling of newspaper 
advertising materials will be 
ready for distribution at the end 
of the summer. Similar studies are 
being published on magazine ad- 
vertising by the Four A’s and the 
National Association of Magazine 
Publishers. Reports of both groups 
may be had without charge on 
application to the associations car- 
rying on this work. 


Advance Advertising Formed 


Advance Advertising Co., 658 
Ellicott Square building, Buffalo, 
has been formed to give general 
advertising service to Buffalo and 
western New York markets. The 
agency will offer clients the serv- 
ices of a special public relations 
and publicity department, sales 
and merchandising counsel, and ra- 
dio and television programming. 


ABC Appoints Jim Duffy 


Jim Duffy, formerly newswriter 
at Station WBMB, Beloit, Wis., 
has joined the publicity staff of 
American Broadcasting Co.’s cen- 
tral division, Chicago, replacing 
Craig Claiborne, who has enrolled 
as a student at the Alliance Fran- 
caise, Paris. 


George Salzer Leaves WCCC 

George Salzer has resigned from 
the commercial sales staff of Sta- 
tion WCCC, Hartford. 


KEY 10 PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
100 E. Ohio St. Chicago 11 


FILL IN AND MAIL THIS COUPON 


TODAY 
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e to your Business 


vertisins 


August gth—about Drug Ad 


and the U.S. Economy 


During the week of August 8th there appears the third of 
a series of advertisements about advertising published by 
TIME, LIFE, and ForTUNE. Each advertisement is a double- 
page spread in full color. 


Over 41,000,000 copies of these advertisements are telling 
the millions of readers of these publications how “‘Adver- 
tising helps create the demand that boosts the production 
that lowers the cost.”’ 


Thus these three magazines are stimulating a wider public 
understanding of the great economic force of advertising 
—a force which has helped America achieve its present 
high standard of living. 


gs Advertising 


The advertisement about DRUG ADVERTISING ap- 
pears in the August 8th issues of TIME and LIFE, and 
in the portfolio in the September issue of FORTUNE. It 
is reproduced on the next two pages in full color. 
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Appoints Frank Carter 

Frank M. Carter has been named | 
sales manager of Technical Ad-| 
vertising Associates, Cheltenham, | 
Pa. He will concentrate on launch- | 
ing the new “Designers Blue Book | 
—1950.” 


McMahon to Erwin, Wasey 
Frank McMahon, formerly as- 
sistant account executive of Foote, 
Cone & Belding, Los Angeles, has | 
joined Erwin, Wasey & Co., Los 
Angeles, in a similar capacity. 


Joins Dickie-Raymond 


Charles A. Stevens Jr., formerly 
director of sales promotion of 


American Airlines, has joined the! 


New York office of Dickie-Ray- 
mond, Inc., as account representa- 
tive. 


To Silberstein, Goldsmith 


I. Newman & Sons, New York, 


New Publication Scheduled 


Heating & Plumbing Equipment 
News, a new monthly publication 


tors, automatic heating dealers 
and wholesalers, and covering the 
plumbing, warm air furnace and 
radiator heating fields, is sched- 
uled for early publication by In- 
dustrial Press, 148 Lafayette St., 


manufacturer of P. N. Practical; New York. It will be distributed 


Front corsets, has appointed Alfred 
J. Silberstein, Bert Goldsmith, Inc., 
New York, to handle its account. 
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on a controlled circulation basis. 


Johnston to Axelsen 

Robert Johnston, formerly with 
Station KDYL, Salt Lake City, has 
been named account executive on 
the Denver & Rio Grande Western 
Railroad Co. account by the Thom- 
Axelsen agency, Denver, 
which recently absorbed the Cu- 
sack Agency, Denver. Cusack pre- 
viously handled advertising for 
the railroad. 


Newspaper Art Work 


"Do's and Don'ts’ 


for heating and plumbing contrac- | 


Listed in New Book 


~ 

New YorK—A 24-page booklet 
which covers procedures and 
standards of quality in preparing 
mechanical materials for news- 
papers, and which lists a series of 
specific “do’s and don’ts” for the 
preparation of engravings, elec- 
trotypes, plastic plates and mats, 
has been issued jointly by the 
American Newspaper Publishers 
Association and the American As- 
sociation of Advertising Agencies. 

The booklet, titled ‘“Prepara- 
tion of Engravings and Duplicate 
Printing Materials for Good News- 
paper Reproduction,” is the sec- 


OFFICES IN CHICAGO . 


If you have a mew cigarette to estab- 


lish, or an established brand that needs new 


ond in a series of studies being 
prepared by a joint committee of 
the two associations. 

It has been estimated that nearly 
$100,000,000 was spent on artwork 
and mechanical production for 
newspaper advertising in 1948. 
Faulty reproduction, it is said, 
can be reduced to a minimum by 
greater care in the preparation 
of artwork and plates. The new 
booklet explains in detail many 
of the things that should be done 
and those that should be avoided 
to obtain maximum fidelity in 
reproduction. 

A third handbook on the ship- 
ping and handling of newspaper 
advertising materials will be 
ready for distribution at the end 
of the summer. Similar studies are 
being published on magazine ad- 
vertising by the Four A’s and the 
National Association of Magazine 
Publishers. Reports of both groups 
may be had without charge on 
application to the associations car- 
rying on this work. 


Advance Advertising Formed 
Advance Advertising Co., 658 


Permit No. 95 
Sec, 510 P. L. & R.) 
CHICAGO, ILL. 
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Advertising Age 
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ASK 


REPRESENTING 


choice: hammer home 15-second chain breaks 


all day long all over the country . . . sponsor 


the best programs in selected markets . . . or 


combine both plans. Any way you work it you 


get radio’s impact, right where you want it... 


selling cigarettes profitably for you! 


Your John Piair man knows how to 


put Spot Radio’s selective power to work selling 


products costing 5 cents or 5 G’s! He’s ready 


now to apply his knowledge of radio, markets 


and merchandising to your own problems. 


Ask him today! 
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KEY 10 PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handie their work and time 
most effectively. 

This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 
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TODAY 
| Advertising Publications, Inc. 
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These six advertisements appear in 


Time and Lirt on the dates shown. 7 


| They appear together as a portfolio — 
in the September issue of Fortune. . 


As a Service to American Business 


TIME-LIFE-FORTUNE 


Present to America 


Six Advertisements 


about the 


Importance of Advertising 


to your Business 


and the U.S. Economy 


During the week of August 8th there appears the third of 
a series of advertisements about advertising published by 
TIME, LIFE, and ForTUNE. Each advertisement is a double- 
page spread in full color. 


Over 41,000,000 copies of these advertisements are telling 
the millions of readers of these publications how ‘‘Adver- 
tising helps create the demand that boosts the production 
that lowers the cost.” 


Thus these three magazines are stimulating a wider public 
understanding of the great economic force of advertising 
—a force which has helped America achieve its present 
high standard of living. 


The advertisement about DRUG ADVERTISING ap- 
pears in the August 8th issues of ‘TIME and LIFE, and 
in the portfolio in the September issue of FORTUNE, It 
is reproduced on the next two pages in full color. 
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OU MEAN TO SAY you never heard of spunk 

water for warts? Why sure! Ask Grandpa-- 

he’ll tell you that when he was a boy, the 
best way to cure warts was to dip up some spunk 
water (you know—rain water that has collected 
in an old hollow tree stump), sprinkle it over 
your warts, and murmur, “Spunk water, spunk 
water, wash away my warts!” 

Yes, indeed —in those days folks knew what to 
do for just about anything! To relieve rheuma- 
tism, you simply carried a horse chestnut in your 
pocket. If you got a heart attack, Uncle Elmer 
lit a handful of chicken feathers and waved them 
beneath your nose. And, of course, the way 
to cure a cold was to slather goose-grease on 


your neck and wrap it with strips of red flannel 


underwear! 
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Funny thing, though, despite all those 
“cures” and remedies, the insurance com- 
panies say Americans lived an average of 
16.6 fewer years in 1900 than nowadays! 


Most of the credit for our “extra years” surely 
must go to America’s medical profession. Part of 
the credit also must go to the modern drugs, 
medicines, antiseptics and other wonderful prod- 
ucts that come from our great laboratories—and 
that reach us through the corner drugstore. 


How on earth did America’s millions find out 
about these products and learn how to use them? 


Well, much of the credit for that surely must 
go to national advertising. For, after a new 
drug product has been formulated, tested, 
approved and produced—advertising tells us 
all about it. 


. And because advertising does its job so quickly 


-and so economically — it’s almost no time at all 


te!" 


before lots of folks know about that new product 
and want to buy it. Which, of course, means that 
the manufacturer can price his product within 
the reach of all. 


@ So you see, in addition to its educational 
value, it’s perfectly proper to figure that 
advertising saves you money! 


Also, back of the many nationally advertised 
products you buy at your drugstore, stands the 
manufacturer’s pledge of quality —whether it be 
penicillin or perfume, sulfa drugs or soap, anti- 
septics, razor blades, lotions, lipsticks, talcum 
powder, toothpaste or what not. 


And equally important is the automatic safe- 
guard imposed by the very act of national 
advertising. For, advertisers know that the 
sales success of a product goes hand in hand 
with its honest presentation to the public. 
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Says HENRY E. ABT, President, Brand 
Names Foundation, Incorporated: “‘All of us who be- 
lieve in brand names should welcome this campaign. 

“The educational advertising by Time, LIFE, and 
ForRTUNE is another constructive step in informing 
people about the contributions of advertising. It is 
a splendid corollary to the things we have been doing 
at the Brand Names Foundation.” 


Here’s How You Can Make 


THE CAMPAIGN 


| ABOUT ADVERTISING 


Work for You 


ia 


You may obtain reprints of this advertisement 
about Drug Advertising—and of the other adver- 
tisements about advertising—at cost. 


Here are a few of many possible ways you might 
use these reprints: 


(a) Post the advertisements on the bulletin boards 
of your factory, office, warehouse, or store. 


(b) Send copies to your salesmen, distributors, 
customers, or employees. 


(c) Send copies to your stockholders. 


Electrotypes of this advertisement—and of the 
others in the campaign—are also available at cost 
for use in your own house organ. They may be 
obtained in full color in the two sizes that are 
appearing in TIME, LIFE, and ForTUNE, or in black 
and white to fit your own requirements. 

You may also quote from the text of these adver- 
tisements in your bulletins, memoranda, and letters. 
Please credit ““The Time-Lire-ForRTUNE Cam- 
paign about Advertising.” 

Please address correspondence telling how you 
plan to use the reprints or electros to 


The TIME — LIFE —- FORTUNE 
CAMPAIGN ABOUT ADVERTISING 


f) 2620 TIME & LIFE BUILDING. NEW YORK 20, N. Y. 
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Book-of-Month 
Misuses ‘Free, 


FTC Advised 


WASHINGTON—A Federal Trade 
‘ommission trial examiner recom- 
nended last week that the com- 
nission stop Book-of-the-Month 
‘lub from using “free” to describe 
nducement offers not “in truth 
ind in fact a gift, gratuity fur- 
iished without cost or obligation 
‘o the recipient thereof.” 

Trial Examiner Abner Liscomb 
said newspaper and direct mail 
matter used by the book club fails 
to set forth “clearly and without 
ambiguity” the fact that if a mem- 
ber fails to buy four books within 
a period of a year, he will be billed 
for the price of the so-called “free” 
book offered as an inducement for 
joining. 

Mr. Liscomb brushed aside the 
defense that the conditions of 
membership are clearly stated in 


NEW Subscription Order Form... 


which the Club sends members 
who buy two books, was “cleared” 
after commission attorneys prose- 
cuting the complaint conceded they 
could find nothing misleading 
about it. 


Broad Named Co-Publisher 


Robert A. Broad, formerly edi- 
tor-manager, Suburban Press, 
Hopkins, Minn., has purchased a 
half interest in the News, Rich- 
field, Minn., and, with Oscar 
Strand, becomes co-publisher of 
the newspaper. 


Rebarge Leaves Cudahy 


Claude W. Rebarge, vice-pres- 
ident in charge of sales, Cudahy 
Bros. Co., Cudahy, Wis., meat pack- 
er, has resigned his post after 25 
years with the company. 


| of Chilton Co., has been appointed 


T. W. Lippert Appointed 


T. W. Lippert, formerly directing 
editor of Iron Age and a director 


manager of publications of Amer- 
ican Institute of Mining & Metal- 
lurgical Engineers, New York. 


Reynolds to Rogers Plastic 


Richard J. Reynolds Jr., for- 
merly New England regional man- 
ager of Food Topics, has been 
named assistant to the president 
of Rogers Plastic Corp., North 
Wilbraham, Mass. 


Schorr & Mueller Formed 


Harry D. Schorr, formerly in| 
the advertising departments of the 
Hal Roach and Walt Disney stu- 
dios, Hollywood, and L. F. Mueller 


Jr., previously with Memphis and 


Chicago agencies, have formed a 
new agency, Schorr & Mueller, 
with offices in the Falls building, 
Memphis. In addition to the usual 
agency services, Schorr & Mueller 
will offer merchandising and sales 
counsel and a market analysis 
service. 
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DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


» Fowl Company. 


11 EAST WALTON PLACE 
CHICAGO II 


“Weed and Company serves you right!” 


Please enter immediately my subscription to | 


Advertising Age for 


() One Year at $3.00 


() Two Years at $5.00 


([] Three Years at $6.00 


() Payment enclosed [7 Bill me later [J Bill my firm 
Name. Title. 
nil P 
Street 
City Zone____State_ = 
ADVERTISING AGE ~- 100 EAST OHIO STREET + CHICAGO 11, ILLINOtS aa 


pending since July 4, 1948. 

During the hearing, which ran 
from September, 1948, - until last 
February, Book-of-the-Month 
Club pointed out that its ads had 
been before the commission on 
several occasions, and that as re- 
cently as March, 1947, FTC had 
written that “it did not then re- 
gard that they required corrective 
action.” 


a Mr. Liscomb said the testimony 
of Book-of-the-Month Club Pres- 
ident Harry Scherman “shows con- 
clusively that the so-called ‘free’ 
book is not even considered by 
him as being in fact ‘free.’ 

“His explanation of the use of 
the word ‘free’ in connection there- 
with reveals that such word was 
intentionally used by respondent 
purely for its advertising appeal, 
and its psychological and strategic 
effect on the public mind.” 

Mr. Liscomb said FTC’s literal 
application of the word “free” is 
not in any sense arbitrary or ca- 
pricious. He pointed out that Web- 
ster’s New International Diction- 
iry, 2nd Edition (1949), defines 
‘free’ as “exempt or released 
‘rom any onerous condition or ob- 
igation; given or furnished with- 
jut cost or payment; gratuitous.” 

He saw nothing inconsistent in 
FTC’s change of heart on Book- 
»f-the-Month ads since they were 
‘cleared” in March, 1947. “Pre- 
vious statements constitute no 
more than an expression of the 
commission’s opinion in the past,” 
Mr. Liscomb said. “The commis- 
sion is under a duty to revise its 
opinions and definitions from time 
to time as experience may require, 
to the end that the interests of the 
public may be adequately safe- 
guarded.” 

The expression “book dividend,” 
used to describe an extra book 


san fra 


new york -« 


... Said Mr. Jamison 


from his taffrail. 


Company serves you right!” 


boston ° 


ncisco . atlanta 


Mr. Z, a prominent figure in advertising circles, had 
been searching high and low for just the right set of local 


stations in which to test his new product. 


Finally (and wisely) he got Mr. Jamison, and Mr. Jamison 
got the availabilities. But by that time, advertiser Z was 
many miles at sea on his new yacht. And Mr. Jamison (who 


practically refuses to take a vacation) took off after him. 


“I know it’s summer and all that,” said our man when he 
finally caught up with his client, who was much more pleased 
than surprised. “But I promised I'd let you see the list 

the moment it was ready. And besides, your test campaign 


really should start this month, you know.” 


“Much obliged, my boy, much obliged!” said Mr. Z 
“It was nothing, sir,” Mr. Jamison replied. “Weed and 


Aa exaggerated example perhaps. But we've got a lot of 
people like Jamison at Weed and Company...and we're doing 


more business for a// of our clients than ever before. 


radio and television 
station representatives 


chicago . 


detroit 


. hollywood 
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Here’s Hoy 


THE CA 
ABOUT 


Says HENRY E. ABT, President, Brand 
Names Foundation, Incorporated: *‘All of us who be- 
lieve in brand names should welcome this campaign. 

“The educational advertising by TimE, LIFE, and 
ForTUNE is another constructive step in informing 
people about the contributions of advertising. It is 
a splendid corollary to the things we have been doing 
at the Brand Names Foundation.” 


FIRST CLASS 
Permit No. 95 
(Sec, 510 P. L. & R.) 
CHICAGO, ILL. 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 


— POSTAGE WILL BE PAID BY — 


Advertising Age 


100 EAST OHIO STREET 


CHICAGO 11, ILLINOIS 


Work for You 


You may obtain reprints of this advertisement 
about Drug Advertising—and of the other adver- 
tisements about advertising—at cost. 


Here are a few of many possible ways you might 
use these reprints: 


(a) Post the advertisements on the bulletin boards 
of your factory, office, warehouse, or store. 


(b) Send copies to your salesmen, distributors, 
customers, or employees. 


(c) Send copies to your stockholders. 


Electrotypes of this advertisement—and of the 
others in the campaign—are also available at cost 
for use in your own house organ. They may be 
obtained in full color in the two sizes that are 
appearing in TIME, LIFE, and FORTUNE, or in black 
and white to fit your own requirements. 

You may also quote from the text of these adver- 
tisements in your bulletins, memoranda, and letters. 
Please credit ‘““The T1imE-LIFE-FORTUNE Cam- 
paign about Advertising.” 

Please address correspondence telling how you 
plan to use the reprints or electros to 


The TIME — LIFE —- FORTUNE 
CAMPAIGN ABOUT ADVERTISING 


F) 2620 TIME & LIFE BUILDING. NEW YORK 20, N. Y. 
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Book-of-Month 
Misuses Free, 
FTC Advised 


WASHINGTON—A Federal Trade 
‘ommission trial examiner recom- 
nended last week that the com- 
nission stop Book-of-the-Month 
‘lub from using “free” to describe 
nducement offers not “in truth} 
nd in fact a gift, gratuity fur-| 
ished without cost or obligation 
o the recipient thereof.” 

Trial Examiner Abner Liscomb 
aid newspaper and direct mail 
matter used by the book club fails 
to set forth “clearly and without 
imbiguity” the fact that if a mem- 
ber fails to buy four books within 
1 period of a year, he will be billed 
for the price of the so-called “free” 
book offered as an inducement for 
joining. 

Mr. Liscomb brushed aside the 
defense that the conditions of 
membership are clearly stated in 
Book-of-the-Month ads. He said 
one fact stood out in the testimony 
of 14 witnesses brought in by the 
commission: “They all believed 
that the free book was given them 
for joining the club, and that their 
acknowledged obligation to buy 
four books for each year of mem- 
bership was distinct and inde- 
pendent of the offer of the so- 
called free book.” 


s If Mr. Liscomb is supported by 
the full commission, Book-of-the- 
Month Club will be the first of 
the big mail order book vendors 
to feel the impact of a commis- 
sion “administrative interpreta- 
tion” adopted in January, 1948, 
holding that “free” can be used} 
only for “no strings attached” of-| 
fers (AA, Feb. 2, ’48). 

Once the commission acts on) 
the Book-of-the-Month ads, it is| 
expected to complete in ed 
order similar complaints over ad- 
vertising of other book clubs, all | 
pending since July 4, 1948. | 

During the hearing, which ran 
from September, 1948, until last 
February, Book-of-the-Month | 
Club pointed out that its ads had} 
been before the commission on 
several occasions, and that as re- 
cently as March, 1947, FTC had 
written that “it did not then re- 
gard that they required corrective 
action.” 


a Mr. Liscomb said the testimony 
of Book-of-the-Month Club Pres- 
ident Harry Scherman “shows con- 
clusively that the so-called ‘free’ 
book is not even considered by 
him as being in fact ‘free.’ 

“His explanation of the use of 
the word ‘free’ in connection there- 
with reveals that such word was 
intentionally used by respondent 
purely for its advertising appeal, 
and its psychological and strategic 
effect on the public mind.” 

Mr. Liscomb said FTC’s literal | 
application of the word “free” is| 
not in any sense arbitrary or ca-| 
pricious. He pointed out that Web- | 
tter’s New International Diction- | 
iry, 2nd Edition (1949), defines | 
‘free” as “exempt or released | 
rom any onerous condition or ob-| 
igation; given or furnished with- | 
ut cost or payment; gratuitous.” | 

He saw nothing inconsistent in | 
FTC’s change of heart on Book- | 
f-the-Month ads since they were | 
‘cleared” in March, 1947. “Pre-| 
vious statements constitute no) 
nore than an expression of the| 
‘ommission’s opinion in the past,” 
Mr. Liscomb said. “The commis- 
sion is under a duty to revise its 
opinions and definitions from time 
to time as experience may require, 
to the end that the interests of the 
public may be adequately safe- 
guarded.” 

The expression “book dividend,” 


'Rebarge Leaves Cudahy 


used to describe an extra book 


e* 


which the Club sends members| T, W. Lippert Appointed 

who buy two books, was “cleared” | T. W. Lippert, formerly directing 
after commission attorneys prcse- | editor of Iron Age and a director 
cuting the complaint conceded they | of Chilton Co., has been appointed 
could find nothing misleading| manager of publications of Amer- 
about it. | ican Institute of Mining & Metal- 


| lurgical Engineers, New York. 
Broad Named Co-Publisher : 
Robert A. Broad, formerly edi- Reynolds to Rogers Plastic 


tor-manager, Suburban Press, Richard J. Reynolds Jr., for- 
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DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


; Fowl Company. 


11 EAST WALTON PLACE 
CHICAGO I1 


Chicago agencies, have formed a 
new agency, Schorr & Mueller, 
with offices in the Falls building, 
Memphis. In addition to the usual 
agency services, Schorr & Mueller 
will offer merchandising and sales 
counsel and a market analysis 
service. 


Hopkins, Minn., has purchased a| merly New England regional man- 
half interest in the News, Rich- | ager of Food Topics, has been| 
field, Minn., and, with Oscar| named assistant to the president| 
Strand, becomes co-publisher of| of Rogers Plastic Corp., North’ 
the newspaper. Wilbraham, Mass. 


| Schorr & Mueller Formed | 


Claude W. Rebarge, vice-pres-| Harry D. Schorr, formerly in| 


ident in charge of sales, Cudahy /| the advertising departments of the! , 


Bros. Co., Cudahy, Wis., meat pack-| Hal Roach and Walt Disney stu-| 
er, has resigned his post after 25 | dios, Hollywood, and L. F. Mueller | 
years with the company. | Jr., previously with Memphis and | 


LAKE SHORE 


“Weed and Company serves you right 


really 


Weed 


San 


new york . 


francisco . 


!? 


... Said Mr. Jamison 


Mr. Z, a prominent figure in advertising circles, had 
been searching high and low for just the right set of local 


stations in which to test his new product. 


Finally (and wisely) he got Mr. Jamison, and Mr. Jamison 
got the availabilities. But by that time, advertiser Z was 
many miles at sea on his new yacht. And Mr. Jamison (who 


practically refuses to take a vacation) took off after him. 


“I know it’s summer and all that,” said our man when he 
finally caught up with his client, who was much more pleased 
than surprised. “But I promised I'd let you see the list 


the moment it was ready. And besides, your test campaign 


should start this month, you know.” 


“Much obliged, my boy, much obliged!” said Mr. Z 


from his taffrail. 


“It was nothing, sir,” Mr. Jamison replied. “Weed and 


Company serves you right!” 


Aa exaggerated example perhaps. But we've got a lot of 
people like Jamison at Weed and Company...and we're doing 


more business for a// of our clients than ever before. 


radio and television 
station representatives 


detroit 


boston «+ chicago . 


atlanta . hollywood 
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$23,302,310 | 
(100%) TTT 


6.5% - i 


$28,684,523 
(100%) 


Farm magazines are outgaining 
ALL magazines 


The six leading farm magazines have made sub- $1 7,462,806 


stantial increases in advertising revenue in each (100%) 10. 


postwar year—20.7% in 1948 compared with 4.6% 
for all magazines. 6.3% in the first six months of 


Farm Magazine E> 


1949 compared with 0.7% for all magazines. 


Farm Magazine D > 
Country Gentleman is leading ALL 


farm magazines 


Chart shows that in each postwar year Country Farm Magazine Cp» 


Gentleman has received the largest share of this 


increasing total of advertising revenue in the six 
leading farm magazines . .. and in the first six 
months of 1949 Country Gentleman’s share was 


Farm Magazine B > 


again greater than in the same period last year. 


Significance: 


When supply catches up with demand and business 
faces normal competition, buyers get smarter . . . 
Product shortages are ending, consumers can buy 


Farm Magazine Ap 


what they want—and business is good out in the 


country! Farm families have reaped eight years of 


record incomes, outsaved everybody, are buying to UN 
T 

fill pent-up needs and wants. e 

ard 


Paper shortages are over, advertisers can buy 


space where they want it-—-and business is good 


for farm magazines! Advertisers know tdoay’s best 
prospects for profitable sales are the families of 
Rural America. c try Gentl 


And advertisers know they can sell The Best 


People in the Country through Country Gentleman. 


hol 


for Better Farming, Better Living 


Source: Publishers’ Information Bureau, Inc. 


1948. 


In over half of all U. S. counties, 
Country Gentleman circulation exceeds 
that of the biggest general weekly and 
biggest monthly magazine. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


MYSTERY CLEARED UP—Second teaser board of the summer for Tavern Pale beer 
is now appearing in completed form in Chicago and vicinity. The design was pre- 
pared for Atlantic Brewing Co. by its agency, W. B. Doner & Co., Chicago. 


GOOD GUESSER—Nancy Bendorf, secretary in the radio de- 
partment of McCann-Erickson’s San Francisco office, receives a 
$50 check for the best estimate on mail received during one 
week, when listeners were requested to report how many hours 


mate was 10,682 postmarks; the actual number was 10,771. 
Others in the picture are (left to right): Dick Abreo, W. S. 


Grant Co.; George Arnold, general manager, KSMO; Bob Reitzel, 
KSMO salesman; Burton C. Granicher, West Coast radio and 


STEWART WE fet its 


3 
yal gy 
ow &. 
¢ 
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UNHAPPY READER SAVED—J. Worley Williams of Stewart- 
Taylor Co., Duluth agency, is an ardent Advertising Age fan, so 
ardent that when an issue didn’t arrive, he sent the despairing 


a Pee ek ie eee eed eee ee 
Pee 
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HE ELEMENTARY APPROACH—H. J. Heinz Co.'s house organ, 
The 57 News,” uses this novel spread to explain the arithmetic 
f its annual report to employes. Heinz world-wide sales last 


each day they listen to KSMO, San Mateo. Miss Bendorf’s esti- 


TV director of McCann-Erickson. 


pO 


A Ben, = Calls Nee tis Craty & 8; 
_ 


illustrated letter on the left to AA‘s circulation manager. The 
next week, when his copy showed up on time, joy replaced 
gloom, and the cheerful eyeful at the right was dispatched. 


S267 9°17 FO 7-28 * ka ed mee Bee Sas Fae = 3 ae 
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5 ANNUAL ARITHMETIC EXAMINATION: 


WAS RETAINED 
IN YHE BUSINESS FOR 
EXPANSION AND 
MODERNIZATION OF 
BUILDINGS AND 

EQUIPMENT 


year totaled $174,877,723, up 3.2%. The U. S. sales were down 
1%. The July issue of “57 News” is a special 80th anniversary 
edition, containing a comprehensive resume of Heinz’ history. 


}OOTBALL TELECASTERS—Princ:puls gather to complete arrangements for telecasts 

of home football games of the University of Southern California and University of 

California at Los Angeles, over ABC’s KECA-TV, Los Angeles, this fall. Left to right: 

R. J. McNeely, general sales manager of Hoffman Radio Corp., sponsor of the 

series; Willis O. Hunter, USC director of athletics; Frank Samuels, vice-president of 
the ABC western division, and Wilbur C. Johns, UCLA director of athletics. 


ASK YOUR DEALER ABOUT THE NEW FORD FEEL 


LOOKING IN—The three Ford admirers on the other side of a dealer’s window are 
attracting a lot of attention to the company’s current outdoor poster. 


HOLLYWOOD VISITOR—Sam Briskin, president of Revere Camera Co. (center), visits 

a broadcast of “Name The Movie,” which Revere sponsors on the ABC net. Here 

he is surrounded by the stars of the show, movie actress Diana Lynn (right) and 

Peggy Mann, with tenor Clark Dennis, rear. Dennis and Miss Mann are regulars on 
the show, with Miss Lynn making a guest appearance. 
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One in Every Seven 
Workers Is Part 
of Auto Industry 


Detroit—The biggest business 
in the world with 9,000,000 jobs, 
the automobile industry is made 
up of small businesses. This dis- 
closure by the Automobile Manu- 
facturers Association shows that 
four-fifths of the businesses con- 
stituting the industry have fewer | 
than eight employes. | 

But these businesses make, sell | 
and service about $10 billion of | 
new merchandise yearly and help | 
stimulate the economy of thou- 
sands of communities, large and 
small, across the land, the asso- 
ciation declares. 

In the United States, there are 
1,871 companies manufacturing 
motor vehicles, parts and acces- 
sories. In addition, more than 43,- 
000 small business men operate 
passenger car and truck dealer 
shops. 

Some 8,000 automotive businesses 
are classified as wholesalers. Close 
to 60,000 enterprisers operate in- 
dependent repair shops. 


s Pennsylvania leads the list of 
auto dealerships, with 3,116 of 
them scattered over the state. 


/warned by the National 


Nearby Delaware gets along with 
only 90. 

California finds the wholesal-_| 
ers’ business flourishing with ver 
automotive establishments so clas- 
sified, while Nevada has room for 
only 15. New York has 6,089 in- 
dependent repair shops while Ne- 
vada finds that 123 shops take aid 
of her motorists’ needs. 

In the aggregate, these bus- 
inesses, along with truck driving, 
road building, manufacturing and 
allied lines, employ 9,020,000 peo- 
ple, or one out of every seven 
paid workers in the nation. 


Poulos Names Fred Gardner 


Christ Poulos & Co., New York, 
manufacturer and importer of| 
glace iruits, dates and figs, has ap- 
pointed Fred Gardner Co., New| 
York, to handle its advertising. | 
Consumer and trade publications 
and direct mail will be used. 


Carson-Rutf Moves Branch 

Carson-Ruff Associates, New 
York, public relations, has moved | 
its Los Angeles office to 5657 Wil- 
shire Blvd. David Parry is West 
Coast representative. 


( Advertisement) 


Named by Paper Co. 


Albert G. Naudain has been named 
assistant to the vice president in 
charge of sales of Union Bag & Paper 
Corp. Mr. Naudain is one of 233,123 
men of broadly diversified business 
interests who read The Wall Street 
Journal regularly. Men who are “get- 
ting ahead in business” find this pub- 
lication reports the pertinent events 
and situations of the business world. 
If influential, able-to-buy people are 
important to you, advertise to them in 
The Wall Street Journal. You'll get 
more for your advertising dollars. 


Business Men Warned 
On ‘Hearse Chasers’ 

Business executives are being 
Better 
Business Bureau against a _ so- 
called new wrinkle of the “hearse 
chaser” scheme that has been de- 
signed to hoodwink careless busi- 
ness organizations. A number of 
business firms, according to the 
bureau, have received bills for 
several hundred dollars for unre- 
corded services allegedly con- 
tracted for by a recently deceased 
officer of the company. 

“Business executives,” the bu- 


ae 


reau states, “can avoid victirniza- 
tion by investigating any demand 
for payment allegedly contracted 
for by a recently deceased execu- 
tive.” 


Names Samuel Reynolds 


Samuel H. Reynolds, formerly 
manager of stainless steel sales, 
has been named sales manager of 
the Electrode division of Great 
Lakes Carbon Corp., making his 
headquarters in Niagara Falls. He 
succeeds George O. O’Hara, who 
resigned to establish his own sales 


agency in California where he 
will represent the Electrode divi- 
sion as well as other manufac- 
turers. 


KTTV to Use Capitol Studios 
KTTV, Los Angeles Times-CBS 
television station, has signed to 
sublease the studios of Capitol 
Records at 5515 Melrose Ave. 
Terms of the contract provide for 
the conversion of one studio to a 
television sound stage, with the 
other being refitted for either radio 
or television productions. CBS 
will have the use of both studios 
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when not required by the station. 
Capitol Records also will haye a 

cess to the sound stage when work 
ing on its projected television pro. 
ductions. 


Two Join Hosler, Arbingast 


Lewis S. Ross has been named 
in charge of the dealer advertis- 
ing division of Hosler, Arbingast, 
Thomson & Becht, Peoria, IIl., ad- 
vertising agency. Marlin B. Kreigh- 
baum, formerly in the advertising 
department of LaPlant-Choate Mfg. 
Co., has joined the agency. 
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ANSWERS THESE QUESTIONS 


How big is the total magazine market? . .. What is the iotal readership of mass magazines? 


How many “Million-or-More” magazines? ...What are the standards of magazine selection? 
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What are the eight basic editorial appeals? . . How do mass magazines fit this pattern? 


«+. and 15 other down-to-earth, helpful pages. 
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, 1949 
Food Chains to Meet in Oct. able by the Printing Industry of| Dayton, and WLW-C, Columbus. 4 mand. 
ation The National Association of Food ~ Pye ptlpeananes oe YY a The total includes a deduction for | Largman Gray s Ad However, for Sheer Clocks, 
e a Chains will hold its 16th annual | °! 4 46-page supplement of the ac- | overlap. La ; 
work convention Oct. 12-15 in Washing- | Counting and cost finding manual| By cities, the totals are: 29,500 Budget Increased in ‘aes : a ‘tes 
. pro: ton, D. C., with activities divided | issued by the association several|sets in the Cincinnati listening] Purtapevpm1a—Largman Gray| york Times Magazine and Vogue 
between the Statler and May-|™onths ago. The price to mem- | area, 10,750 in the Dayton area and|Co,, manufacturer of Blue Moon a ete a — 
flower hotels. Lansing P. Shieid, bers is $4.75 and to non-members | 7,500 in the Columbus area. Sear aes anaes. ahead hs and has added Glamour to the 
st chairman of the executive com-| $9.50. joubl — FOR NOES, Ses! schedule. 
. mittee and president of Grand ; Wilson to Air All-Star Game ead oF ai consumer advertising| The company also has planned 
lamed Union Co., New York, will deliver | Crosley Estimates TV ' ; udget for the fall. — a more intensive cooperative ad- 
‘ Wilson Sporting Goods Co.,| Tp, l “o 
rertis- the keynote address. Sets Total 43,092 Chicago, will air the midsummer | , 4 ey 4 also is introducing | vertising budget for dealers. 
ngast, The research department of| football game between the College —— e first time its new 60-gage/ Hening & Co. here handles the 
., ad- Issues Cost Manual Crosley Corp., Cincinnati, has esti-| All-Stars and the Philadelphia| Wispairs stockings. Preliminary | account. 
reigh- A cost finding manual for me-| mated that 43,092 television sets| Eagles over Mutual on Aug. 12.| Promotion will be in trade pub- 
tising iium size and small printing es-| now are in use in the area served| Time was bought through Ewell|lications until production can be| WRC promotes Steel 
> Mfg. tablishments is being made avail-! by WLW-T, Cincinnati, WLW-D,! & Thurber Associates. | stepped up to handle national de- , 
Pat Steel, formerly a copywriter 


in the promotion department, has 

been named to direct the newly 
created broadcasting promotion di- 
vision of the advertising and pro- 
motion department of National 
Broadcasting Co., New York. He 
will be assisted by Ray O’Connell, 
previously of the program depart- 
ment. 


% Peerless Names Chernow 
Peerless Fountain Pen & Pen- 


cil Co., New York, has retained 
Chernow Co., New York, to direct 
its fall radio-television campaign. 


Free 


buying in lO years! see: 


profitable 
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AN EDITORIAL PLAN FOR MASS MEDIA SELECTION .. . same market. The only true way the mass maga- 
It’s logical! It’s simple! It’s the biggest new idea zine market divides itself is by EDITORIAL 
for magazine advertisers since the advent of the APPEAL ... by the attraction of different read- 
Continuing Readership Study. ing matter for different people. | 
; ad ‘7 ; ) > > . . . . 
be call it— The Eight Magazine Avenues to the Every mass magazine published today falls into | 
aes Market. It's a simple technique for ESERG one of eight basic editorial groups, Look at mag- | 
TEES TRG EeUNES . . . 8 logical approach that _ azines this way and your approach is simple... 
the maximum amount of market penetration. not 57 different media to choose from but only without... 
Some long-sighted advertisers are using it right eight types. And once a magazine has been prop- 
now—successfully ! on : 5 , © Costly consumer advertising 
y: erly classified, it becomes so much easier to rec- ¢ Conventional jobber-dealer setup 
TAKE THIS PROBLEM .. . Today, there are 57 mag- ognize its strengths and its weaknesses alongside _ @Theexpenseofsalesmen’s salaries 
azines or groups with circulations of a million of like magazines. This realistic exposition of the only 
or more. How do you choose which media can + “mp low-cost, short-cut to national sales 
take y oeon 't the mass ‘ket? By fre new BOOK vanes ALL... Just published, The describes the method now used by 
ake your “eee, * Oo ee eee ara) Sy ee Eight Magazine Avenues to the Mass Market such successful companies as: 
quency of wae’ By reader ry fa Aa Satay defines these major advertising highways; shows Company Estimated Annual Sales 
tg locations or similar standards: you what magazines fall into each specific group, Real Silk Hosiery Mills . . . $15,000,000.00 
h — eel plage over? Pete 8 — his some of the leading advertisers who are success- | a ear wey aes Bris me 
ead up against this one irrelutable tact: » sintenerteel — . . | SRapp Eromers noes... . (VOU, 
5 fully using this modern technique of buying mag | Master Garment Company . _ 2,000,000.00 
The mass market is everybody. No one magazine azines and how you, too, can tighten up your J. B. Simpson Tailoring ... 10,000,000.00 
or magazine type completely answers the prob- magazine buying. Stark Brothers Nurseries... 10,000,000.00 
lem of penetrating this total market for the oad- om These are but a few of-the 6,000 
vertiser because some of the people read some Advertising and sales managers, media buyers, firms who used this sales method ia 
magazines... and some read others. . . and ev- company heads. account executives. research and 1948 to sell over a thousand different 
° + 08 . d ‘ . As rvices— 
eryone reads to a highly individualized pattern copy men will all find this book tremendously ain aes oe 
APPLY THIS THINKING ... There are not 57 differ- helpful right now. Write on your business letter- This booklet has helped hundreds 
ent mass magazine markets. All 57 serve the head for your free copy. of small manufacturers grow big— 
¢ scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
‘ distribution costs . . . provides an 
answer to today’s increasing con- 
° sumer resistance at point of sale... 
: I te ea 
“ tells why independent distribution 
‘ is the best possible solution to your 
- sales problems . . . and shows you 
° how you can take immediate steps 
ONE OF THE . BASIC WAYS TO GO TO MARKET... to tap this lucrative big market at 
. little expense. 
° Learn the profitable secret 6,000 


direct-selling companies use to gross 


° fe , .- Lene . 
Gi oup annual sales of over $5 billion! Send 
. 


today for your complimentary copy 
of the informative booklet, “How 


to Build National Distribution 
. Quickly.” Find out whether your 
« « «MAGAZINES OF ADVENTURE, ROMANCE, MYSTERY, product is adaptable to the direct 


selling field. If it is—and we'll tell 
you frankly one way or the other-— 
you'll be amazed at the ease and 


205 EAST 42 STREET, NEW YORK 17, N. Y. * 333 NO. MICHIGAN AVE., CHICAGO 1, ILL. * 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. * 617 MONTGOMERY ST., SAN FRANCISCO, CALIF. speed with which you can build a 
national sales organization. (Many 


do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


| GATEWAY TO A $5 BILLION MARKET 
| 28. Jackson Blvd. Chicago 4, Illinois 


SPORTS, RAILROADING, DETECTIVE AND WESTERN TALES. 
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Cowles Brothers Build 
a $50,000,000 ‘Empire’ 


(Continued from Page 1) 
be read by one in every six people 
in the country over ten years of 
age. 


ws As yet Look has no international 
edition. Probably no additional 
magazines will be launched until 
Quick is well under way. And the 
Cowles brothers plan to acquire or 
start no other newspapers. 

But otherwise the scope of their 
operations is limited only by their 
personal ability to keep track of 
them. 

Apparently there’s still room for 
Register and Tribune growth in 
Iowa and for Star and Tribune 
growth in the Upper Midwest. 
Circulation of the Minneapolis 
Sunday Tribune stretches across 
Minnesota into western Wisconsin 
and westward across the Dakotas 


Algona banker when his friend 
Harvey Ingham, associate editor 
of the waning Iowa Register & 
Leader of Des Moines, persuaded 
him to step in and save the prop- 
erty. The Register & Leader’s 
circulation was then 16,000. Mr. 
Cowles bought it for $300,000, and, 
at 42 years of age, turned from 
banking to publishing. (At 90, Mr. 
Ingham is still editor emeritus, 
in Des Moines.) 


ws With what Newsweek recently 
described as “the thoroughness 
of an octopus,” Gardner Sr. ac- 
quired and merged other news- 
papers—the Tribune, News and 
Daily Capital—in the next quar- 
ter-century, before he had the 
Des Moines newspaper field en- 
tirely to himself. 


But Newsweek added, “G,. C.” 


FATHER AND SONS—The three men who have done most in the last 46 years to 
build the Cowles $50,000,000 publishing-radio empire are (left to right) Gardner 
C. Jr. (Mike); the late Gardner C. Sr., and John. 


into eastern Montana. With KRNT, 
Des Moines, and WNAX, Sioux 
City-Yankton, the Cowles news- 
papers and radio stations probably 
regularly reach 5,000,000 people 
in this area, which is about one- 
tenth of the nation’s present square 
mileage. 


a A strong nucleus, you might 
say, for a nationwide newspaper 
chain. But John and Mike Cowles 
believe that newspaper publish- 
ing must always be an owner- 
manager, personal responsibility 
business. It should never become 
too big or too widespread for the 
owners to be actively identified 
with each part of it. “The hired 
manager plan,” said Mike, “won't 
work.” 

And related to this is their be- 
lief that magazine editing also 
must be based on a grass-roots 
or tall-corn knowledge and view- 
point. 

Although as president and edi- 
tor of Cowles Magazines, Inc., 
Mike makes his headquarters to- 
day at 511 Fifth Ave., New York, 
and he and his wife, Fleur, 
live on 68th St. in Manhattan, he 
goes to Des Moines monthly in 
his capacity as president and 
treasurer of the Register & Trib- 
une Co. Active, day-to-day man- 
agement of the R&T is in the 
hands of Luther L. Hill, vice- 
president and general manager, 
who also supervises the four radio 
stations. 


ew President of the Star & Trib- 
une Co., John has lived in Min- 
neapolis for some years. He is 
chairman of the board of Cowles 
Magazines and of the R&T Co., 
and Mike in turn is chairman of 
the Minneapolis company. 

John was born in 1898 and Mike 
in 1903 in Algona (pop. 5,000), 
county seat of Kossuth County 
in north central Iowa, about half 
way between Des Moines and 
Minneapolis-St. Paul. The year of 
Mike’s birth happened otherwise 
to be important in the Cowles’ 
family history. Their father, Gard- 
ner C. Sr., had been a prospering 


was “scrupulous and scrupulously 
honest” and surprisingly enterpris- 
ing. He asked questions of every- 
one he met, and “crammed the 
papers with features and Iowa and 
Iowa-angled news.” 

Within eight months after he 
took over, the Register & Leader 
was making money, The property 
has done all right, under the late 
“G. C.” and the “boys” ever since. 

It might be pointed out that 
the elder Cowles did not start 
the Des Moines merger trend. Be- 
fore 1906—going back to the Iowa 
Star, founded in 1849—several 
other papers already had been 
absorbed: the Star, Statesman, 
State Journal, Commonwealth, 
Times, Gazette and Citizen. 


a The Register and Tribune set 
out to cover Iowa like the corn 
and to promote their coverage 
vigorously. 

In addition to a Des Moines edi- 
torial staff of 115, the papers to- 
day employ 300 state correspond- 
ents. More than 7,500 carrier sales- 
men and nearly 400 trucks deliver 
copies daily to the farthest corners 
of Ilowa—which the R&T people 
will tell you is a state of 2,500,000 
population, with the highest aver- 
age gross farm income, $11,000; 
25% of all the nation’s grade A 
farm land, and the highest literacy 
in the U.S.A. 

As to the “state monopoly” 
charge, Mike Cowles told AA that 
only 20% of the R&T circulation 
is in Des Moines, 80% in the rest 
of Iowa. Outside Des Moines, he 
explained, 44 dailies and some 400 
weeklies are published. Nearly 
all of them are doing all right, 
despite the “octopus” R&T. 

Editorially, Mike emphasized 
that these newspapers “provide 
room for varied viewpoints. We 
don’t try to cram our politics or 
ideas down Iowa’s throat. We’re 
concerned primarily with provid- 
ing lowans with more adequate in- 
formation.” 


a In 1948 Media Records found 
that the Des Moines Sunday Regis- 
ter printed more “total news 


linage” than any other newspaper 
in the Midwest—including those 
of such larger cities as Chicago, 
Kansas City, Milwaukee, Minnea- 
polis, Omaha and St. Louis. 

The R&T management believes 
in “presenting ALL the news im- 
partially in the news columns.” 
{t also believes “(1) in expressing 
our own opinions as persuasively 
and forcefully as possible, but (2) 
confining these expressions to the 
editorial pages, and (3) giving 
our readers the opinions of other 
competent writers representing 
ALL SIDES of important contro- 
versial issues.” 

To implement Point 3, the R&T 
newspapers carry on their editorial 
pages seven political columns: 
Joseph and Stewart Alsop, Mar- 
quis Childs, David Lawrence, Wal- 
ter Lippmann, Drew Pearson, 
Eleanor Roosevelt and Thomas L. 
Stokes. 


ws Three years ago the R&T in- 
troduced the Iowa Farm & Home 
Register as a first-Sunday-of-the- 
month section of the Sunday Reg- 
ister. 

Since its start in 1922 the Reg- 
ister & Tribune Syndicate has been 
managed by Henry P. Martin Jr. 
In addition to serving some 900 
newspapers with comics, panels 
and columns, the syndicate since 
1934 has sold a lot of special 
features—among them “Hollywood 
Uncensored,” the Ciano diary, and 
newspaper adaptations of Wendell 
Willkie’s “One World,” Kay Sum- 
merby’s “Eisenhower Was My 
Boss” and Fulton Oursler’s “The 
Greatest Story Ever Told.” 

The first special feature sold 
was an adaptation of Laurence 
Stallings’ “The First World War.” 
It started a national trend toward 
increased use of pictures by news- 
papers, and had something to do 
with the birth in the mid-’30s of 
Look, Life and a whole crop of 
picture magazines. 


a Mike followed John through 
Phillips Exeter Academy and 
Harvard, both graduating as bach- 
elors of art. After service as a 
private in World War I John en- 
tered the R&T in 1920. Mainly he 
has developed along the business 


Kenneth MacDonald, v. p. and executive 
manager; Forrest Geneva, local 


ing a young man named George 
Gallup, then working on a thesis 
for the University of Iowa, to find 
what R&T readers read. The Gal-~ 
lup findings on public interest in 
pictures have influenced the 
Cowles newspaper and magazine 
thinking ever since. 

The R&T bought its first air- 
plane for news and picture cover- 
age in 1928, and the present two- 
place Swift is the eighth of a line. 
On the newspapers’ staff are 13 
photographers. Last year they 
turned out 30,000 pictures, 9,000 of 
which were published. 


w Ideas first tested in the Sunday 
Register’s photogravure section 
later were incorporated in Look. 
The R&T pioneered in diagrammed 
sports pictures and continuity or 
sequence pictures of sports action 
—sometimes called “machine gun” 
or “magic motion” pictures. Four 
specially-adapted cameras are used 
for sports photography. 

Having employed reader re- 
search to find the extent to which 
pictures are “read,” the Cowles 
group then proceeded to develop 
an “eye camera” for reader re- 
search to note how and what 
people read. 

Pictures also have played a part 
in the aggressive promotion of all 
the Cowles’ enterprises. 

The brothers have not been 
bashful about telling their story. 


The Register and Tribune, for ex- 
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MEN OF MINNEAPOLIS—High executives of the Minneapolis Star and Tribune, 
under John Cowles, include (seated, |. to r.) W. D. Parsons, circulation director; 
John Thompson, publisher emeritus; Joyce A. Swan, v.p. and business manager. 
Standing: Gideon Seymour, v. p. and executive editor; John W. Moffett, advertising 
director; Stanley Hawks, vice-president, and Lyle K. Anderson, v. p. and treasurer. 


side. But like Mike he has kept 
his nose for news sharp, and has 
traveled widely to keep informed 
of things. From personal observa- 
tion and experience he wrote in 
1941 the newspaper series, “Bri- 
tain Under Fire.” 

Later in World War II he served 
as a special assistant to the Lend- 
Lease Administrator. Among other 
occupations today, John is an over- 
seer of Harvard College. 

Mike had been editor of the 
Harvard Crimson before, in 1925, 
he became city editor of the Reg- 
ister and Tribune. For the most 
part he followed the editorial 
route to his election as president 
of the R&T company in 1943. 

In 1926 he introduced the pro- 
fession of reader research by hir- 


ample, make extensive use of 
their own columns, among other 
media. In 1948 a total of 743,581 
lines of “office advertising” ap- 
peared in the three papers, morn- 
ing, evening and Sunday. This 
represented 1.6% of total content. 


a To promote circulation, radio 
also is scheduled intensively— 
not only on the Cowles’ own sta- 
tions but on WHO and KSO in 
Des Moines; WMT, Cedar Rapids; 
KMA, Shenandoah, and some- 
times other stations. Programs in- 
clude music, news and occasion- 
ally sports, and KRNT’s partici- 
pation in American Broadcasting’s 
cooperative “Town Meeting of the 
Air.” Currently, two programs 
weekly on KRNT, employing testi- 


advertising manager, 
v.p. and business manager. 


MEN OF DES MOINES—Among the leaders of the Des Moines Register and Tribune. 
under Mike Cowles, are (|. to r.) Charles Feldmann, national advertising manager; 


editor; Luther L. Hill, v.p. and general 
and Arthur Gormley, 


monials, are being tested for pro- 
motion of classified advertising. 

In 1922 the Register & Tribune 
Co. began to operate WGF, Des 
Moines, one of the first news- 
paper-owned stations. It was dis- 
continued after 18 months. Then 
in 1933 the company bought 
stations in Cedar Rapids, Ottumwa 
and Clarinda. These later were 
sold, but others replaced them. The 
eastern radio invasion came in the 
last decade. 

A major Cowles radio asset is 
the KRNT theater in Des Moines, 
largest legitimate theater in the 
world. In 1948 it drew more than 
400,000 people to 197 road shows, 
concerts and civic, political and 
religious gatherings. 


# Although Mike is said to have 
sold his father on getting into 
radio, he pointed out that he per- 
sonaliy has “never been nearly so 
interested in radio” as in publica- 
tions. He has not devoted a great 
deal of his time and thinking to 
developing them “editorially” or 
programwise. 

Mike still regards himself pri- 
marily as editor and reporter. In 
addition to monthly trips to Des 
Moines, he travels each month to 
Washington to meet with the 
Cowles news bureau people there, 
and for his work on the research 
committee of the Committee for 
Economic Development. Domestic 
director of the OWI in 1942 and 
1943, he still knows his way 
around Washington. 

Once or twice a year he gets 
to California. The day after AA’s 
interview he went to Europe— 
a trip he has taken annually since 
1932. In 1942 he accompanied 
Willkie on the “one world” round 
trip. Until now his furthest south 
in Latin America is Brazil; he has 
yet to see Australia. 

On his travels, Mike manages 
to get in some reading, largely 
economics. At home, when he can, 
he likes to play squash or tennis. 


a “G. C.” died on his 85th birth- 
day, Feb. 28, 1946. Although he 
still spent part of each day at the 
office, he had been becoming in- 
creasingly blind and deaf. A ma- 
jor share of responsibilities has 
fallen on the sons for a decade or 
more. - 

The father had built well. The 
Cowleses today have reason to 
believe that their enterprises are 
here to stay. In May the Des 
Moines Register and Tribune 
started a second century with the 
deposit of a lot of 1948 memor- 
abilia in a “century vault,” and 
last Oct. 28 the same ceremony 
was performed in the new Minne- 
apolis Star and Tribune building. 

Perhaps to illustrate that the 
Star & Tribune had not, by this 
year 1948 at least, taken over the 
entire business of informing the 
people of its four-state area, Item 
No. 48 of 100 “items” in the vault 
included current front pages of 169 
Minnesota, 44 North Dakota, 57 
South Dakota and 22 western 
Wisconsin newspapers. 

The Minneapolis Sunday Trib- 
une boasts “40% or greater cir- 


culation in 88 of the 107 Upper 
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Midwest cities with 2,500 or more 
oopulation.” Its circulation map 
»ven shows dots at Billings and 
Miles City, Mont., about 800 miles 
way. 


e John and Mike describe the 
‘rrowth of these newspapers as 
yased on “a fusion of the fine 
raditions of Upper Midwest jour- 
jalism with modern newsgather- 
ng, editing, production and dis- 
ribution methods.” 

And presumably space-selling 
nethods. 

They moved into Minneapolis in 
935 with the purchase, for $1,- 
000,000, of the Star, a six-day 
evening paper. Within four years 
its circulation had been doubled 
to become the largest daily in 
Minneapolis. Then, on their fa- 
ther’s absorption pattern in Des 
Moines, they bought the daily and 
Sunday Journal and in 1941 the 
morning and Sunday Tribune. 

The Minneapolis Star and Trib- 
une operation has become even 
larger than the Des Moines Reg- 
ister and Tribune. It embraces, 
among other things, 1.300 full- 
time employes, a $6,500,000 annual 
payroll, and home delivery ser- 
vice by 8,185 carrier salesmen to 
1,082 cities and towns. Under 
John, president, and Mike, chair- 
man, John Thompson—from whom 
they bought the Star in 1935— 
is vice-president, treasurer and 
publisher, 


= The S&T operation has been 
built on the same editorial prin- 
ciples and methods that sparked 
the Des Moines papers. The Star 
and Tribune have gone in heavily 
for features and pictures. The Star 
uses a page of pictures daily; the 
Tribune a daily picture story oc- 
cupying a third of a page. They 
also use a lot of charts, maps and 


readers. In Collier’s, Life and The 
Saturday Evening Post the major- 
ity of readers were found to be 
men. 


s Look’s feminine appeal has been 
developed vigorously by Associate 
Editor Fleur Cowles, whom Mike 
married in 1946. Former news- 
paper woman and advertising 
agency executive, Mrs. Cowles 
developed such departments as 
“fashions and beauty” and “food 
and homemaking.” 

Other major sections of the 
magazine are “American  spot- 
light,” “world spotlight,” “strictly 
personal,” “art” and “sports.” 

Under “American spotlight” in 
the July 19 issue were “the prob- 
lem of unwed mothers” and the 
need for 1,000,000 school teachers. 
“World spotlight” ranges from 
“Wanted: a MacArihur Plan to 
Save Asia” to “Diplomats off 
Guard.” Other features included 
“Montgomery Clift: Glamour Boy 
in Baggy Pants”; Walter Winchell 
reporting on “How Celebrities 
Stay Thin,” and “How to Sleep 
Cool.” 

The sports section offered—with 
“spectacular and scientific multi- 
flash pictures’—“Visual Proof 
That a Baseball Curves.” 


@ As a family magazine, Look 
goes light on cheesecake. Among 
the editorial contents of this is- 
sue there’s pictorial emphasis on 
female legs only in seven pictures, 
and on bosoms only in two. These 
totals were slightly lower than 
the advertising contents of this 
issue, wherein legs and bosoms 
received pictorial emphasis in 
each of six instances. 

In text as well as pictures, Mike 
Cowles is concerned with simpli- 
fying, sugar-coating, dramatizing 
information. He wants to inform 


LOOK LEADERS—The makers of Look include (top row, |. to r.) Vernon C. Myers, 

assistant to Mike Cowles, president; Felix Jager, promotion director; Don Perkins, 

advertising manager; S. O. Shapiro, v.p. and circulation director. Lower row: 

Marvin Whatmore, v.p. and business manager; Dan Mich, executive editor, and 
Merle Armitage, art director. 


other illustrative devices. 

Both the Minneapolis and Des 
Moines papers keep abreast of 
reader thinking from continuing 
Minnesota and Iowa polls. (Both 
‘roups, incidentally, have made 
their advertising gains without 
venefit of liquor linage.) 

With lusty competition from the 
iew Life and the older general 
iagazines, Look was not an im- 
1ediate success. The Cowleses 
oured a lot of money into it, 
ired and fired a lot of people 
nd played with a lot of formulas 
'efore it turned the corner. 

Mike wanted to develop a maga- 
ine that would interest everyone 
from a teen-ager to a Harvard 
rofessor.” 

Perhaps Look has been more 
uccessful with the former group. 

now claims to reach one of 
‘very five teen-agers in the coun- 
icy, as against its over-all batting 
verage of one in six. The current 
nnual Magazine Audience Group 

‘udy (formerly financed by Time, 

ic., and now by Cowles Maga- 
ines) shows Look to be the only 
ne of four general magazines to 
ave more women than men 


entertainingly, and perhaps to en- 
tertain informingly. He wants 
“more people to know about more 
things.” To this end, in addition 
to pictures, Look employs short 
sentences, familiar words. 

Managers of all the Cowles pub- 
lications boast that they are more 
concerned with the product than 
with its production. Whatever the 
circulation Look ultimately may 
have, for example, Mike Cowles 
wants primarily to be an editor, 
and not merely a mass-magazine- 
manufacturer. 


es Look was launched as a 
monthly, dated February, in Jan- 
uary, 1937—two months after the 
birth of the present Life in Nov- 
ember, 1936. It continued as a 
monthly for four issues, and then 
went fortnightly, a frequency it 
has maintained ever since. Look 
did not accept advertising until 
November, 1937. Gross advertising 
revenue for the last two months 
of that year was $120,253. Mean- 
while, paid circulation for the 
entire year averaged 1,653,904. 

In 1938 circulation dropped to 
1,436,685, but advertising climbed 


| 


LADY OF LOOK—Mrs. Gardner C. Co.sles Jr., associate director of Look, who is 
credited with developing the “woman's angle” of the publication with notable 
success. 


to $1,149,947. In 1939 advertising 
eased off to $937,170, or an aver- 
age of only $36,000 an issue. But 
in the decade that followed it rose 
every year—passing $2,400,000 in 
1942, $5,600,000 in 1943, $6,300,000 
in 1945, $8,200,000 in 1947. In 1948 
it reached $11,889,769. 

Then in the first. half of this 
year Look proceeded to show a 
gain of 39.2% in advertising dol- 
lars and of 17.8% in linage, from 
the first half of 1948. 

The latter figure was duly noted 
in a newspaper ad last month, 
through McCann-Erickson, that al- 
so showed what happened to 15 
other mass-circulation magazines 
in this period. Only two others, 
Look said, made linage gains: 
Better Homes & Gardens, 2.4%, 
and Good Housekeeping, 0.2%. 


ws Always a fortnightly, Look 
early elected itself, promotionally, 
a member of the “weekly field.” 
To get advertising the Cowles 
brothers seemed to feel they had 
to take it largely from the general 
weeklies. They concentrated their 
sales attack on The Saturday Even- 
ing Post, and especially Collier’s, 

After a decade of fairly con- 
sistent circulation gains, Look to- 
day is neck-and-neck with Col- 
lier’s. But long before this happy 
day, Look was claiming greater 
“audience” and influence. 

An “audience” appears to have 
been a device invented by maga- 
zines of smaller paid circulation 
to prove that they had more read- 
ers than magazines of larger paid 
circulation. It has been particu- 
larly potent in the hands of the 
“picture books.” 

To give authority to annual 
“audience” surveys, the studies 
are supervised by a Magazine 
Audience Group, the chairman of 
which is Theodore H. Brown of 
Harvard. Other members are 
Archibald M. Crossley, who con- 
ducts the annual surveys; J. 
Frederic Dewhurst, N. Delano 
Everett, Raymond Franzen, George 
Gallup, Paul F. Lazarsfeld, Elmo 
Roper and Paul W. Stewart. 


s Findings in the 1949 study, just 
released and heavily promoted by 
Look, show that while Look’s paid 
circulation rose only about 700,- 
000, or about one-third, between 
1946 and 1949, its “audience” ex- 
panded nearly 6,000,000, or 45.9% 
in this period, from 12,650,000 to 
18,453,000. 

Meanwhile, the report said, 
Life’s “audience” grew 27.3%, 
from 22,550,000 to 28,700,000; the 
Post’s 33.7%, from 12,700,000 to 
16,982,000, and Collier’s only 5.6%, 
from 10,900,000 to 11,514,000. (Life 
has about 5,200,000 and the Post 
about 4,000,000 paid circulation.) 

Still third, after Life and SEP, 
in “audience” among the “top 
60% economic level,’ Look was 
reported to have gained 47.4% 


among this group in the three 
years—nearly three times as much 
as the 17.5% increase of Life and 
nearly twice as much as the 29.2% 
of SEP. 

In addition to the annual over- 
all “audience” survey, Look re- 
cently hired Crossley, Inc., to 
study the standings of the four 
magazines among specific retail 
groups. In “audience” among food, 
automotive and men’s wear re- 
tailers and their salesmen—re- 
spectively in Lancaster, Pa., River- 
side, Cal., and Lincoln, Neb.— 
Look ran second to Life, but 
ahead of the Post and was about 
twice as strong as Collier’s. 

The “proof-of-the-pudding” in 
the over-all “audience” studies is 
Look’s claim that it now delivers 
2,185 readers per dollar (black- 
and-white page), as against 1,783 


for Life, 1,516 for the Post, and 
1,439 for Collier’s. 


es The “audience” reports have 
aroused increasing opposition not 
only from competing magazines 
but from some leading advertisers. 

At the annual meeting of As- 
sociation of National Advertisers 
in New York last October (AA, 
Nov. 1, 1948), Ralph Starr Butler, 
retired vice-president of General 
Foods Corp. and recognized as a 
dean of advertising, pointed to 
the dangers of substituting ABC- 
audited circulation figures with 
“figures that provide no evidence 
of reader interest in a publica- 
tion.” 

Much “audience” data, Mr. 
Butler emphasized, “inevitably 
bear such a questionable relation 


to accuracy that they cannot and 


must not be accepted for rate 
making and rate quoting pur- 
poses.” 

(Mr. Butler’s viewpoint has not 
kept General Foods’ advertising 


(CANDY INDUSTRY 


HOW TO MAKE 
A BILLION DOLLARS 
LISTEN TO YOU 


Advertise in CANDY 
INDUSTRY. Read and 
preferred by more of the 
leaders in the billion-dollar 
candy industry. 


First in the Field 


Biggest audited circulation® 
... Greater reader preference 
.. + More advertising 

(Send for impartial 
surveys with proof ) 


ts 


Get new market data study today. 


*Of any publication pub'ished monthly 
or more frequently. 


Don Gussow Publications, Inc. 
107 W. 43 St., New York 18, N.Y. 


ON THE 
ad PACIFIC 
COAST... 


ti IN THE 
NATION... 


AMONG ALL NEWSPAPERS 
DURING 1948 


The Oakland Tribune led all Pacific Coast news- 
papers in food and grocery advertising linage in 
1948*, and—what really counts—3 out of every 
4 Tribunes are delivered to the home, where major 
food purchases are planned. 


*1948 Media Records 
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Oakland. 202 Tribune 


_ CRESMER & WOODWARD, INC. _ 


[Ne eee eee Ste Naeem ee SN RE per = aed hoes ange gr i Ree eg oT ee eg ee a ae a ee ee a ey iS ce typename cs cc See tS Miitigce "fa a RMR gf 
pe ces eal eo eet Sates Yl a ae ee ge Gk: es CS ee Sa Ge 1. SC ae ee 
ea rr gn j Bo a oe BP. ie Rae ta ee Oe ae ee ee A eee oe ee a A SSN ok RE oe aa mead 
dame hea s | ae Peat 8 wes iz as eG ees oo eek eee te ese i a aS ae | a? i ma) ot hee aad aye We ee) ee coed a se ie Ee ate sire ee go eas te hs am area ms ae =e the oe ps naan Pee Seer me ee? 26 toi 
ee ee eee re ee ee ee ge ee 
Bo eT ee Co ‘——oee CCl  aee  e  e  e e e eS Se eee ee oh ee eee eee eee 
bg he Rineee oe ee ee ae, ee ge eee ee ee wa ae. a eee ees A oe ee ae ty. Ome ie: a re en ; ieee a, oS 2S 
. : * : 5 ‘ F ; : 
Sa 39 
| ; , Po 
oie 1 : “1 al ~ © iia - 
| 4 /_ 
eae <i ‘ St 
ae a. Fi _ = | 
bas ; . ‘= a ' | 
— . . . aay = * | 
: “ a.” a : pa = 
Me nn wd sa pat, + > & _ 
ne a | 
3 ae rs ~— ‘ cman d DS 7 gi 
at * as z ene , @ es ig my et we 
Sere i 7 3 7 = —_ 
Bet ey ie ed (Re es eed ee * e 
—— a cs oa Ps 
ee ~% ‘a a os S's Thier Maem coll ey cry 
ay - a , ‘ Se aa ‘ie ae . 
une, a i Pe or ee en , 
ger; sips ; . ee eee By > 
neral one Be oe s ies 
miley, or ee ee * > E. am ~ 
5 Oak cag Fev eee ing “i aa, - Ps aM a : a’ 
Ree ee ee, , eee | Ae ea a i Maca / : 
-pro- as oy ae 
ising. - — 
ibune —_ — = 
, Des 
1\eWwSs- 
; dis- ee 
Then 
ught | 
mwa 4 Ww 
were | 5 eo 
. The 
n the | 
| 
| 
set is | 
ines, 
1 the | 
canna P| 
hows, 
and 
have 
into 
per- 
2. | ee 
jlica- ee 
et Pe ocho eee Fs “i: TT 
Ge ge yy ine wae ae ee oe 
Ras ince hes cal ieee ae ie Poe 
Lo ee ert 5 ee ae ae: 
’ : oa > i cae wc os ros . - i 4 7 tes 
es bee ae ‘q > eae ary =e 4] 
ie Mie bey : ae 
Pa a’ ee gd i | ae sey 
* fe Be aah eg OP Be a 
Y OS ae ae : 
_ sie o/s Ti, il | 
me: i < — igqeeenene = 
a ee = », ae 
ee —— big 2 ely ho 
es a F oF >; 
ct wt vet he S : j ~ >. b * 
J. , i a . 2 oe 
ee eo a 7 » 4 “4 41 ee Y oo 
oS gh al ei ae 2 Bee ‘e . —_ | ‘ ms 
es £ ‘ eh - %: ‘ a Sig | 
irth- Ps * 
n he IN 
t the 
y in- 
ma- 
has 
le or 
The 
n to 
} are 
Des 
june 
1 the 
mor- 
and 
nony 
nne- 
ding. 
the 
this 
r the 
| Pe 
' the 
Item 
vault i - : Age 
f 169 or eee 
57 si a 
" ts a aS cal 
stern Be 
att Be Sea Nay ROS SA, Sy f a Teng? Reap ee 
cir- 
Ipper 
: 
P ; a ? \ ge 
NO oe eae, RR an Pa Lenape: res ois BE Li CRE. sere eee: OF OE poe NE CS TREE en es MI EL AEN MET 7 OMe WOR EY Sie SPT. WRB SGT ae RSM OMSL One yt Sb, ee AE rere ieee eC Cree ea PRP MCE ere LN TS, ICIS fade OE PRINS See COE ACR ron Sema per Cage Paes 
Seer tae a Ie iy NAN ; . is Raia tSr at : oe 


Advertising Age, August 1, 1949 


out of Look!) 

With ANA cooperation, Adver- 
tising Research Foundation is en- 
deavoring to launch a Continuing 
Study of Magazine Readership— 
comparable to continuing ARF 
readership studies already being 
conducted in daily newspapers, 
transportation advertising, farm 
papers and business papers. 

Although the united backing 
of the magazine medium has not 
yet been obtained, the Cowleses 
have indicated their willingness 
to cooperate. 

Meanwhile the Cowleses—har- 
nessing their corn-fed publishing 
approach to continuing research 
and heavy promotion—continue 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


SINCE 1928 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG. 


busily on their way. 


e If this story thus far has men- 
tioned only four Cowleses—the 
late Gardner Sr., John, Gardner 
Jr. and Fleur—it is because they 
have been most active in shaping 
the day-to-day and year-to-year 
progress. 

But four other Cowleses have 
financial and personal concern 
with the growth of the empire. 

Mrs. Gardner Cowles Sr., who 
lives in Des Moines, still wields 
her own quiet influence on all of 
them. While John and Mike de- 
cided to stick to publishing, their 
older brother Russell gave up a 
very brief career in the Register 
and Tribune want ad department 
to become an artist. Then there 
are three sisters—Mrs. James Le- 
Cron, Mrs. Bertha Quarton and 
Mrs. D. S. Kruidenier. 

The three brothers and three 
sisters own a majority of the 
stock in the Register & Tribune 
Co. (One hundred and ten em- 
ployes also are_ stockholders.) 


IT'S EASY, 
IF YOU ~ 


KNOW HOW! 


3 : 
 \ e\ 


| 
Spectacular stuff, sure, but it isn’t just “knack”; it’s the re- 


sult of experience and Know-How—just as KWKH’s Hoopers 


are! Here are the Share of Audience figures for March- 


April, ’49: 


Another big R&T owner is the 
Gardner Cowles Foundation, which 
helps education arid other causes. 
Two of the foundation’s three 
trustees are John and Mike. 


@ Minneapolis Star & Tribune Co. 
is a separate corporation with no 
direct financial connection with 
the Des Moines company. John 
and Mike own a majority of its 
stock between them, and 128 em- 
ployes also are stockholders. 

Fifty-one per cent of Cowles 
Magazines, Inc., is owned by the 
Register & Tribune Co., and the 
remainder by Mike and John and 
by 15 top executives of the Look 
setup. 

All the radio stations are owned 
100% by the R&T company. 

Mike Cowles denied reports that 
he and his brother own extensive 
interests in other properties in the 
Midwest. “Ninety-five per cent of 
what we have,” he said, “is in 
publishing.” 

Mike is a director of Bankers 
Life Insurance Co., Des Moines; 
of Iowa Des Moines National 
Bank, and United Air Lines, and 
John a director of First National 
Bank of Minneapolis and of Gen- 
eral Mills, Inc. 

But Mike emphasized that their 
financial interest in these com- 
panies is hardly more than enough 
to permit them to serve as direc- 
tors. ‘ 

Because of their willingness to 
invade new fields and to launch 
new enterprises, the Cowles broth- 
ers seem to spend a lot of time 
denying reports of all the things 
they’re going to do next. 


w Some of the reports are partly 
facetious—such as the one of a 
new fashion magazine to be called 
Flair (for Fleur) and a new radio- 
television magazine named Mike. 

Then there’s the report of a 


|And the report 
| will go weekly. 


new Cowles men’s magazine... 
that Look soon 


The Cowles people express ig- 
norance of all of them. Look, for 
example, will not go weekly in 
the immediately foreseeable fu- 
ture. And probably the new Quick 
must be put on its feet before the 


;} are 


ANPA Studies Soap Sales 


Cowleses give birth to the next 
baby. 

But a lot of things have hap- 
pened in the 46 years since “G. C.” 
decided to turn in middle-life 
from banking to publishing. And 
by the time the “century vaults” 
opened in Des Moines and 
Minneapolis, there’ll probably be 
a lot more events worth noting 
in the Cowles Family History. 


| 


| 
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night after a lull of two years 


fidence of many an account 


II—cost, $245,000!” 


on sidewalk and gutter. An 


Brother, that’s selling! 
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Packard Price Falls 
53% in 25 Years 


Detroit—Prices of new Pack- 
ard passenger cars have dropped 
53% in the past 25 years, George 
T. Christopher, president and gen- 
eral manager, Packard Motor Car 
Co., declared at a meeting honor- 
ing 187 employes who had com- 
pleted 25 years of service with the 
company. 

At the same time, Mr. Christo- 
pher said, most basic materials 
used to make the cars have risen 
from 53 to 311%. Mr. Christopher 
said that a new Packard sold for 
$4,650 in 1924 against $2,249 to- 
day, and today’s price includes 
about $260 in taxes per car. 

“On the other hand,” he em- 
phasized, “the price of steel has 
increased 53%; copper, 78%; brass, 
93%; coal, 109%; iron, 127%; lead, 
133%; zinc, 169%, and coke, 311%. 
The only decreases have been in 
rubber, down 27%, and aluminum, 
down 46%.” 

Mr. Christopher 


recalled that 


Teleradio Mans Corner 


Norman Corwin popped in on America the other Sunday 


is a rhapsodical, poetizing nature and (2) that with all his 
flourish and fancy Dan strutting he can still teach profession- 
al admen a thing or two. “Arty” he may be beyond the con- 


“sustaining” may frighten some. But he has his special 
tricks, and very clever many of them are, beyond what you 
hear in an average week of broadcasting. 


In particular, those of us who sling words about a bit 
must be impressed with Corwin’s talent as a phrase-maker. 
He turns a nifty stopper. These have a habit of jumping 
out of the text and pulling a heart string. For instance: 


lst Voice (Radio Style) “To kill one soldier in World War 


2nd Voice (Very Quiet, Throwaway) “To innoculate one 
child against tuberculosis—10 cents.” 


His theme was “The World Citizen” and his hour show on 
CBS extolled the United Nations. 
the “Big Five” of War, Disease, Poverty, Erosion and Igno- 
rance. Building up a mental picture of the cheapness of 
life in famine-disgraced India, you see the figures huddled 


Then this kicker: “One day I found myself eating a candy 
bar, indifferently watching a woman die. 


DDB DBPL LLL 
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and proved again (1) that his 


executive. And the halo of 


He hammered against 


American tells it, flat-voiced. 


” 
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ago, compared with only 1,363 to- 
day. The average hourly wage rate 
in 1924 was 71¢, compared with 
$1.65 today. 

He disclosed that Packard sales 
from 1924 through 1$48 were $3,- 
183,831,665. Profits were $142,- 
308,147, or only 4.47% of sales. 


Time, Inc., Income Totals 
$66,682,900 tor 6 Months 

For the first half of 1949, Time, 
Inc., has reported the largest sales 
volume in its 25 years. Net 
income from subscriptions, news- 
stand sales, advertising, film ren- 
tals and miscellaneous sales, said 
Roy E. Larsen, president, totaled 
$66,682,900, or $1,977,900 more 
than the income of $64,705,000 in 
the first half of 1948. 

With expenses totaling $60,208,- 
500 or $1,917,800 more than the 
| $58,290,700 of the first half of 
1948, net income after taxes dipped 
in this period from $4,204,300 to 
| $4,007,000. 


Reed to Gray & Rogers 

W. McCook Reed, formerly ac- 
count executive of N. W. Ayer & 
Son, has been appointed head of 


employes had to work 6,577 hours| the new business department of 
to pay for a new Packard 25 years| Gray & Rogers, Philadelphia. 


Pioneers in Holding Beauty 


Sales of soap are related td ) 
: rectly to hardness of water, ac- eS) 
MORNINGS (Mon. thru Fri.) KWKH........ 39.6 | cording to a new study completed | y~< Q, 
(70°, better than next station) /recently by the Bureau of Adver- 4 
tising, ANPA. The new analysis, | 
AFTERNOONS (Mon. thru Fri.) KWKH...... 31.7 | entitiod, Ran “ —— ee A, 
° : |and Synthetics, Laundry Bars an 4.* 
(7% better than next station) | Toilet Soaps,” charts distribution | 3 %. 
EVENINGS (Sun. thru Sat.) KWKH......... 42.5 of soap sales by geographic regions. e 
y ‘It is a companion piece to the we a 


(47°/, better than next station) 


| recent bureau analysis of package | 
|soaps and synthetics, and reporis| 
| Industrial Survey’s findings for | 
ithe first quarter of 1949. 
ticular audience has given us at KWKH an incomparable | 


| 
. : ; \ » | KYW Combines Departments 
radio Know-How ow about getting all the facts, non | KYW. Westinghouse station in| 


| Philadelphia, has consolidated its 


| publicity 
@exas | 


OA Uy, gnarl = 


D.. Engravers Inc. are ‘*Pioneers’’ in correction 


Twenty-four years’ experience in broadcasting to our par- 


methods that assure you of color process plates that 


and promotion depart- 
'ments and has expanded its sales 
| staff. John P. Meagher, publicity 
manager since 1946, has been ad- 
| vanced to the station’s sales staff. 
| KYW publicity and promotion has 
| been placed under C. M. Meehan, 
‘director of public relations for 
| Westinghouse Radio Stations, Inc., | 
Philadelphia. Paul I. Woodland 
| will continue in sales promotion. 


hold the beauty of the original art work. 


Color 
Process Plate 


Specialists 


SHREVEPORT 


GE Advances Mulcock 


William A. Muleock, manager 
50.000 Watts CBS Arkansas of commercial service, has been | 
’ ad Mississi : named manager of sales admini- : 
stration and forecasting of the 600 WEST VAN BUREN STREET 
automatic heating division of the 
The Branham Company Representatives air conditioning department of CHICAGO 7, ILL. STate 2-5367 


‘ 


General Electric Co., Bloomfield, 


Henry Clay, General Manager N. J. | 
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leads its field in advertising ! 


*Figures from Industrial Marketing, July, 1949 
**Figures from MoToR’s count 


HERE’S THE JANUARY-JUNE 1949 RECORD 


MoToR’®.............. .1037 pages 
MOTOR SERVICE.......... 884 pages 
MOTOR AGE’........... . 801 pages 
AUTOMOTIVE DIGEST’... . . .616 pages 


MOIOR LEADS WITH 


153 more pages than MOTOR SERVICE 


236 more pages than MOTOR AGE 
421 more pages than AUTOMOTIVE DIGEST 


MoToR ran the same advertising volume in 1949 as in 1948. Motor Service lost 90 pages; 
Motor Age lost 25 pages; and Automotive Digest lost 55 pages. 


MoToR’s Advertising Leadership stems from 
MoToR’s Editorial Leadership 


MoIoR 


(FOUNDED 1903) 


The Automotive Business Magazine 


250 W. 55th St., New York 19,N.Y. 


@ 


WESTERN OFFICE 
326 West Madison St., Chicago 6, Ill., FRanklin 0640 


DETROIT OFFICE 
1713 Fisher Bidg., Detroit 2, Mich., TRinity 1-2230 


PACIFIC COAST REP. 
816 West 5th St., Los Angeles 13, Cal., Mutual 8335 


ADVERTISERS BUY MoToR BECAUSE IT SELLS GOODS 
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Crabtree Opens PR Firm 


Nate L. Crabtree, formerly di- 
rector of sales and advertising of 
Elizabeth Arden Corp., New York, 
has established a public relations 
agency at 414 McKnight building, 
Minneapolis. He has been retained 
by General Mills and Dayton Co., 
Minneapolis, in a consulting ca- 
pacity. 


Joins Krich-Radisco 


Sy Radzwiller has been ap- 
pointed director of merchandising 
and sales promotion of Krich- 
Radisco, Newark, distributor of 
radio and TV sets and major 
household appliances. He formerly 
was an editor of Retailing Daily. 


‘FOR RENT: 


ae time, *‘below ceiling’’ rates, 
for early occupancy. Agent, 

= ten Raymer and Company. Owner @ 
KIOA, Des Moines, lowa. You can't 
go wrong with Des Moines’ only 10,- 

@ 000 watt® station. It will serve your 
needs admirably in lowa's abundant 


market. Coverage maps, schedules 

@ and availabilities are yours for the @ 
asking, . . . Ses any Paul Raymer 
man or write direct to KIOA, Des 

@ Moines, lowa. . 
*#10,000 Watts day, 5,000 Watts night 


x Sat noe si 


Advertising Council 
Starts Campaign on 
Child Protection 


New YorKk—Accidents killing 
14,000 children each year are the 
target of new child safety adver- 
tisements prepared for newspapers 
and newspaper advertisers through 
the Advertising Council in cooper- 
ation with the National Safety 
Council. 

The new ads, distributed to 
newspapers in kit form, have been 
designed to remind adults of their 
responsibility for eliminating home 
and highway hazards. Volunteer 
agency Young & Rubicam, Chi- 
cago, prepared materials for the 
campaign under the supervision 
of Robert R. Burton, vice-president 
of the agency. 

Although motor vehicle acci- 
dents are a major cause of acci- 
dental death among teen-agers 
and young adults, drowning, burns 
and falls also claim a large toll 
every year. Contained in the kit 
for promoting youth’s safety are 
ads stressing the dangers of poi- 
sons and firearms as well as suf- 
focation, burns and traffic acci- 
dents. 


Advertising Age, August 1, 1949 


then | tried 


GOLD SEAL 
dog food 


“It's over half real meat, with 
extra liver, and makes me feel 
like chasing burglars and play- 
ing with the kiddies once again ” 
If your dog lacks pep, better get 
him some of this tested ratir ” 
with high protein : 
content. Unless he 
agrees it's best 
he’s ever tasted, 
bring it back for 


ADMITS HuULDUP 


CONFESSES — Hot Rod MeGurk, 
upon further questioning yesterday 
admitted to holding up, as a good 
‘xample, any grocer who stocks Gold 
Seal Dog Food. Hot Rod says, “Any 
grocer who stocks Gold Seal should 
be held up as an ex 
ample of a wide 
awake merchant, be- 
causé it's higher in 
protein and liver— 


DENIES COMMIE PRESSURE 


BORIS TAKYA-SHOOSOFF, prom- 
inent in Washington dog circies 
and champion Russian wolf-hound, 
denies NKVD pressure for top 
A-secrets Says bis only secret 
is new Gold Seal canned dog food 
now on market in 
South. It adds zip 
to spirit and lustre 
to hair for best dip- 


full refund. and is over W% lumatic appearanees 
meat.” 
Cats love GET GOLD SEAL a hy te 
it, too! TODAY! 
PODAY 


You save 
precious hours on 
every production job with 


Faithorn 3-in-l service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 

Write—or telephone WHitehall 4-2300. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


. SPECIALISTS IN 
, ean ‘COLOR PROCESS rapes 


oe SPO aks es 


| WAS WEAK—Testimonial type, small-space ads with unusual 
captions secured distribution of Gold Seal dog food in 70% of 


the retail food outlets in Birmingham in 


A variation of the “Stop Acci- 
dents” campaign slogan has been 
‘used to give impetus to the child 
safety ads. “Be careful—The child 
you save may be your own” ap- 
pears on each of the two 600-line 
and four 100-line displays included 
in the kit. 

Helen J. Crabtree is the Adver- 
tising Council’s staff executive on 
the project. Wesley I. Nunn, ad- 
vertising manager, Standard Oil 
Co. of Indiana, is volunteer coor- 
dinator of the “Stop Accidents” 
campaign, including traffic, farm, 
and home safety in addition to the 
child safety phase. 


Canada Dry International 
Appoints McConnell V. P. 


Lincoln McConnell, manager of 
Canada Dry International, New 
York, has been elected vice-presi- 
dent of the corporation. He had 
been manager of the Canada Dry 
Ginger Ale, Inc., subsidiary since 
May, 1948, and previously had 
served the parent company for ten 
years as assistant general sales 
manager. 

Canada Dry International re- 
cently announced plans by foreign 
licensees to open six new plants. 
In addition, contracts have been 
signed for a plant in La Paz, Bo- 
livia. Expansion of plant. capacity 
in San Juan, Puerto Rico, is being 
made. 


Publishes Top Ads 


Reproductions of prize-winning 
advertisements will appear in “One 
Hundred Best Retail Advertise- 
ments,” a 124-page volume issued 
by the National Retail Dry Goods 
Association, New York. Howard P. 
Abrahams, manager of the sales 
promotion division of NRDGA, put 
the book together. 


two months. Copy, 


‘Testimonial’ Dog 
Food Drive Boosts 
Birmingham Sales 


BIRMINGHAM—After a two- 
month campaign using 42 and 56- 
line newspaper ads several times 
weekly, the Gold Seal Dog & Cat 
Food Co. managed to obtain 70% 
distribution in Birmingham retail 
outlets. Sales gains were impres- 
sive enough to warrant extension 
of the drive to New Orleans, and 
other southern cities soon will be 
added. 

Early last spring, the Keegan 
Advertising Agency was offered 
the Gold Seal account. Despite the 
fact that the pet food market is 
fiercely competitive and advertis- 
ing funds were limited, Keegan 
took the account on a two-month, 
results-or-quit basis. 

Small space ads seemed indi- 
cated. The agency decided to use 
stock photos and a caption tech- 
nique. Because of crowded food 
pages, an occasional 150-line ad 
was added to the schedule of 42 
and 56-line copy. 


a To keep the attention of pet 
owners who might be attracted to 
photos of dogs and cats, a testi- 
monial style was adopted. Most 
of the first ads were run on the 
society pages of’ the Birmingham 
Age-Herald, News and Post. 
Typical of the heads used 
was “Popular Visitors,” showing 
three bulldogs with heads cocked 
to one side. “Tony, Sam and Mil- 
dred,” the copy read, “are enjoy- 
ing their visit here, because their 
hostess always serves Gold Seal 


Aw, 


96” 


of metalworking’s 
71 BILLION DOLLAR OUTPUT 


THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


decisions in those plants. 


STEEL because your product story is read by 
100,000 top executives who make the buying 


is produced in the plants 
reached by STEEL 


Your advertising dollars are worth more in 


placed by the Keegan Advertising Agency, was designed to tie 
in with straight news pages or the society, sports, or other pages 
where it was scheduled to run. 


dog food, and dogs really thrive on 
that high protein content with the 
extra liver added.” 

Later, other ads were scheduled 
for the sports page. One of them, 
featuring a pugnacious-looking 
boxer, was headed, “Wins Fight.” 
Said the caption: “Easy winner— 
Humphry Pennyforth, champion 
boxer, was fed Gold Seal dog 
food between rounds in recent 
Golden Fangs elimination bouts. 
Fans said he could have won in 
the first round but obviously pre- 
ferred to carry his opponent all 
the way so he could get more Gold 
OT 


@ Other ads were later devised 
for the regular news, financial and 
other pages of the paper with ap- 
propriate heads and captions. 

In addition to increasing the 
number of retail outlets handling 
the product and boosting the sales 
volume (many of the stores re- 
ported Gold Seal first in sales), 
the campaign produced dozens of 
suggestions from newspaper read- 
ers for new ads. Post office em- 
ployes clipped the ads and put 
them on the bulletin board regu- 
larly, and grocers voluntarily 
clipped the ads and displayed 
them, before reprints were avail- 
able. 

The drive already has been ex- 
tended to the New Orleans mar- 
ket, using the New Orleans Item 
and Times-Picayune, and the cam- 
paign is scheduled for early ex- 
tension to other southern cities. 


Gravure Research Elects 


C. J. Murray, general manager 
of the gravure division of Triangle 
Publications, Philadelphia, has 
been elected president of Gravure 
Research, Inc. James Noel, De- 
troit Gravure Corp., has been 
named Ist vice-president and M. 
J. Tiernan, Art Gravure Corp. of 
Ohio, has been appointed 2nd vice- 
president. W. H. James, New York 
Daily News, has been reelected 
secretary-treasurer, and J. Homer 
Winkler, Battelle Institute, has 
been appointed assistant secretary. 


Gunnison Shifts Ofticers 


Gen. John J. O’Brien, who 
was in charge of all Army real 
estate during the war, has been 
elected president and general man- 
ager of Gunnison Homes, Inc., New 
Albany, Ind., manufacturer of 
prefabricated homes and subsid- 
iary of United States Steel. Foster 
Gunnison, founder and president 
since 1935, has been named chair- 
man of the board of directors. Wil- 
liam B. Eagles, general sales man- 
ager, has been appointed vice- 
president in charge of. sales. 


Enka Names Ad Director 


Frances Ashmore has been 
named director of advertising and 
promotion by American Enka 
Corp., Enka, N. C., manufacturer 
of rayon yarn. Mrs. Ashmore was 
formerly branch store manager for 
Saks Fifth Avenue and was a 
buyer at Lord & Taylor. 
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Memo to our Next Client 


W. know each other pretty well. 


That’sa very good way for working 
partners to start a job. 


We haven’t kidded you with fantas- 
tic promises to double your sales over- 
night. Not once have you heard us 
hint at some magic formula for making 
one advertising dollar do the work of 
two. We did not dazzle you with a 
beautiful campaign whipped up on 
speculation, 


You know, because you’ve seen our 
work, that we don’t even have an 
“L&M Style” to be unveiled for pros- 
pective clients after certain esoteric 
rites, preferably under a Walpurgis 
Night moon; no news-gothic addic- 
tion, no big-picture fetish, no Starch- 
gazing blindness, no strip-continuity 
madness, no whimsy-humor urge. In 
fact, we frankly confessed to you that 
we have neither an incurable allergy 
to, nor an uncontrollable passion for 
any one of the many so-called schools 


of advertising. 


You're far too smart to believe, and 
we're too realistic to try to tell you, 
that Lennen & Mitchell has a corner 
on the brains, talent and experience 
of the agency business. On the other 
hand, you could and did agree with us 
that Lennen & Mitchell consistently 
comes up with an unusually high 


percentage of dramatic and effective 


advertising ideas. That’s in the record; 
today, and for the past 25 years. 


You liked our size, big enough to 
handle accounts running into millions, 
plural—yet small enough to be well 
homogenized. There simply isn’t any 
watery, blue, bottom-of-the-bottle 
work—not for any client. Of course, 
with that kind of agency set-up, you 
didn’t expect us to promise Service, 


Free and Unlimited. 


You took a good look at our facil- 
ities for providing the service you'll 
need—research, merchandising and the 
rest—and found them good. You’re pre- 
pared to pay moderate fees for services 
other than those connected with the 
creation and placement of advertising. 


As a good businessman, you realize 
that you don’t get something for noth- 
ing; that multiplying services ‘‘on the 
house” must really be paid for with 
assembly line “‘efficiency”’ or mass pro- 
duction “‘economies”’ elsewhere in the 
agency plant. 


_ 
Yes, you know us. Quite well. 


We know a thing or two about you, 
too. We know that you don’t believe 
in “formula advertising’ any more 
than we do. You know that one single 


advertising idea—as intangible as a 


Lennen 


few words typed on a scrap of paper 
or a visual image in a guy’s mind—can 
be worth a million bucks. 


So, you’re extremely tolerant of ideas, 
as wild or corny or impossible as they 
may look. Strangely enough, you’re 
also bull-headed and pragmatic when 
it comes to measuring sales results 


against advertising costs. 


You expect the best. Best ideas, best 
copy, best art, best production, best 
media, best counsel. And you’re the 
kind of man who’s damn well going 
to get the best. 


You have a good product. Neither 
Lennen & Mitchell nor any other 
agency can, for very long, keep stilts 
under a product that doesn’t belong 
up there. Chances are, your product is 
not the undisputed leader in its market, 
but you’re sure it ought to be in there 
battling for the top place. 


You’re ambitious, demanding and 


hard-boiled. 
You’re honest, decent and human. 


We know almost everything about 


you except— your name. 


Our address is... 
17 EAST 45TH STREET 
NEW YORK I7,N.Y. 


308 N. RODEO DRIVE 
BEVERLY HILLS, CALIF. 


& Mitchell, Inc. 


Advertising 
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Wants 85% in Separate 
Fund to Protect Publishers 

To the Editor: I am seeking a 
formula to protect publishers of 
trade journals against weak, care- 
less or unscrupulous advertising 
agencies. Too many of them fail to 
transmit to publications the funds 
which they have collected for 
them, from the advertisers. 

In the stock brokerage field, in 
real estate, in the legal profession, 
diverting clients’ funds for one’s 
own use is illegal misappropria- 
tion. 

The advertising agency has right 
only to its 15% fee and must op- 
erate within its own income. The 
other 85% should not even be re- 
garded as accounts payable... 
they are there when collected to be 
transmitted to publishers. 

Creditors such as printers, office 
suppliers and the like are in a dif- 
ferent position than publishers who 
depend upon the good name of the 
account and only incidentally on 
the credit standing of the agency. 

Can’t we work out a bailee or 
trustee relationship with agencies 
so that 85% of their gross intake 
should be held by them in a sepa- 
rate untouchable fund? 

No control supervision is in- 
tended; the advertising and pub- 
lishing fraternities can work out a 
mutually acceptable and practical 
code; only dishonestly-run agen- 
cies will suffer; the merely weak 


This department is a reader’s forum, Letters are welcome. 


but honest operators stand to ben- 
efit when safeguarded against their 
own temptation; most of them will 
concentrate on reputable ways and 
means of surviving. 

Comments and suggestion are 
welcome. 

M. L. Lippert, 

Editor, Wholesale Grocer News 

and Successful Grocer, Chi- 

cago. 

In general, advertising agencies 
are not considered legal agents, 
but independent contractors. Hence, 
the usual laws of agency do not 
apply. 

ee ee @ 


Suggests Teleradio Man 
Listen to ‘Dinnerbell’ 


To the Editor: I have just read 
the Teleradio Man’s Corner in the 
July 11 issue of ADVERTISING AGE 
concerning NBC’s “22-year-old¥ 
Farm and Home Hour and find 
it most interesting. 

I am hoping that he will take 
a half-hour some day to listen 
to our Dinnerbell Program on 
WLS. This program is recognized 
as the oldest continuous farm ser- 
vice program in radio and set the 
pattern for all the farm programs 
that have come along since the 
first Dinnerbell broadcast of more 
than 25 years ago. 

The 25th anniversary of this 
program was observed last April. 
The program is conducted by Ar- 


EVERY NEWSPAPER READER 


LOUIS 


VILLE 


a metropolitan city area of over 500,000 


and at a rate 
that invites 
comparison 


r-Zourna 


se 335,585 DAILY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


268,044 SUNDAY 


‘ 


|thur C. Page, associate editor of 


Prairie Farmer, who is known as 


‘the “dean” of farm program men. 


It is a half-hour program broad- 
cast each noon, Mondays through 
Fridays. The program is sustaining 
and always has been, although 
many have tried to buy it, or have 
it moved to make way for com- 


mercial programs in this choice. 


noontime spot. 
HAROLD A. SAFFORD, 
Program Director, WLS, Chi- 
cago. 
ee e« e@ 


Costly, but Vital, Is 
Job of Training Salesmen 


To the Editor: Thanks greatly 
for your fine editorial “Is it wrong 
because it’s simple?” in the issue 
of July 18. 

I wholeheartedly agree with all 
of your comments. 

The fact that we need about two 
million more salesmen is very 
simply stated. However simple it 
may sound, the job of hiring and 
training two million salesmen is 
comparable to that of recruiting 
and training two million soldiers. 
It is a colossal job that will take 
much time, tremendous effort, the 
most resourceful thinking of 
America’s best sales brains and 
will probably cost upwards of 
two billion dollars. 

Recent experiences indicate that 
it now costs about a thousand dol- 
lars to recruit and train one retail 
appliance salesman. The quicker 
all business realizes that we are 
faced with the stupendous under- 
taking of creating a whole new 
generation of sales people and the 
quicker we start doing something 
about it on a big scale, the surer 
we'll be of maintaining prosperity 
jobs for more than sixty million 
people. 

WALTER C. AYERS, 

Brooke, Smith, French & 

Dorrance, Detroit. 


Creative Man's Copy Pulls 

To the Editor: Many thanks for 
the kudos The Creative Man gave 
our G-E Swap Contest in the July 
11 ADVERTISING AGE. 

We received over 16,000 pro- 
spect leads, to which were at- 
tached more than a thousand un- 
solicited testimonials. 

JOHN Woop, 

Manager, Advertising & Sales 

Promotion Department, Gen- 

eral Electric Appliances, Inc., 

New York. 


French Travel Copy 
Hits the Reasons-Why 


To the Editor: Some travel ad- 
vertising is written by the pork- 
and-beans minded agency rooted 
in reason-why selling [Creative 
Man’s Corner, June 27]. Such is 
the campaign of the French Na- 
tional Tourist Office... 

A Starch summary shows that 
out of all publications surveyed 
for the entire year 1948, the French 
tourist advertising had the highest 
“read most” for women. Substanti- 
ating this, the spring campaign’s 
reports now coming in show that 
in The New Yorker, the French 
“read most” was highest of all 
black and white, and in This Week 
Magazine our half pages compared 
with all comers—color pages, etc. 
—were second highest “read most” 
for men as well as for women, one 
color page only beating these ads. 

The basic thinking of this cam- 
paign is a natural follow-up of 
campaigns preceding. Two years 
ago, when facilities were not fully 
restored, the appeal was to former 
visitors who would understand 
shortcomings and make allowances. 
In this, we let nostalgia flavor the 


copy slightly. 

From this, we progressed to a 
testimonial campaign, doubtless 
the first for a foreign government, 
in which returning Americans 
whose names are known, told of 
their experiences and of how 
rapidly France was coming back 
and how valuable American dol- 
lars were to her revival. 

Now it is a well known fact that 
Americans... won’t go to France 
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FEAVEL BUILDS TRADE AND A4/OS PEACE 


merely to help her out, and also 
they like to have a lot of countries 
to boast of having seen. So we 
adopted a Life format of varied 
pictures of Paris and the numerous 
regions—short copy and captions 
which, however, add up to consid- 
erable text. This is where high 
readership counts, for, in planning 
an expensive trip abroad, people 
will read in detail what you have 
to tell them. 

Our pictures are chosen with 
care, the intent being to show some 
quickly identifiable picture which 
says FRANCE, and then to show 
the great variety of places to go 
and things to do. Photographs are 
more convincing in such cases than 
drawings... 

We have, this year, soft-pedaled 
the booklets offer as much as pos- 
sible, having had the “bad” ex- 
perience last year of.being cleaned 
out quite early in the year—which 
caused a minor economic crisis of 
having to produce a great quantity 
of additional literature that had 
not been budgeted for. 

I think this proves Creative 
Man’s pork-and-beans thesis, for 
we have applied salesmanship-in- 
print to travel and without seek- 
ing glamor or nostalgia have ob- 
tained it through carefully slanted 
copy based on an intimate knowl- 
edge of the product—France—and 
reason-why, based on years of 
product advertising. 

HucH McKay, 

Vice-President, L. H. Hartman 

Co., New York. 


Quotes ‘Keepsake’ Reader 
Figures for Creative Man 

To the Editor: We should like 
to add the following rider to the 
criticism by your “Creative Man” 
of one of our British Travel Asso- 
ciation advertisements in your 
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issue of June 27: 


Starch reports on the first two Britis 
Travel Association advertisements, in thi. 
same “Keepsake” series, which appeare | 
in The New Yorker: 


% of Men Readers 


Secn- Rea 

Noted Associated Mos 

Ad #1 31% 29% 17° 
Ad #2 51% 35% 20¢ 

% of Woman Readers 

Seen- Reac 

Noted Associated Mos 

Ad #1 22% 21% 10¢ 
Ad #2 32% 22% 14¢, 


As to sales results—call any 
travel agent or transportation com- 
pany, requesting passage to Britair 
and hotel accommodations, anc 
prove to your own satisfaction that 
the immediate objectives of thi: 
“Keepsake” campaign have alread: 
been accomplished. 

A. R. BEVERLEY-GIDDINGS, 
Copy Director, Cecil & Pres- 
brey, Inc., New York. 

ee e @ 
Legal Pointers for Admen 
Are Available in Booklets 

To the Editor: Back in 1940 and 
1941 you published a series of art- 
icles covering the legal status of 
the advertising agency and, indeed, 
all of the legal phases of advertis- 
ing. These articles were prepared 
by Harry Hibschman, and they 
were so good that we carefully 
clipped them out and pasted them 
in a loose-leaf binder of our own. 
We have found, however, that 
with the passage of time this book 
has gotten to a dog-eared condi- 
tion and wonder if Mr. Hibsch- 
man’s articles were ever gathered 
into a single book and published 
as such. 

If they were so published, we 
wish you would consider this an 
order for a copy to be billed to 
Bruce B. Brewer & Co. Please mail 
the book to the undersigned. 

JOHN K. BARTON, 

Bruce B. Brewer & Co., Kansas 

City, Mo. 

Copies of two booklets contain- 
ing Mr. Hibschman’s discussions 
of legal phases of advertising, “The 
Verboten Dictionary,” and “Legal 
Don’ts for Advertisers,” are still 
available at 75¢ each from the AA 
circulation department, 100 E. 
Ohio St., Chicago 11. 


Summarizes ‘Wisdom’ 
Picked Up By Job Hunters 


To the Editor: Now that the 
rush of recent college graduates 
looking for jobs in advertising is 
about over, I would like to sum- 
marize a few bits of wisdom two 
friends of mine picked up during 
their job hunt this spring. I agree 
with most of their reasoning, as | 
spent a good bit of time looking 
for a job as an advertising ap- 
prentice a couple of years ago: 

(1) Agency training programs 
too often operate consciously tc 
insure the agency a supply of low 
paid but high quality office stooges 
A more honest plan would be to 
put a time limit on the program 
so the trainee would know after 
a definite time whether he were to 
graduate or flunk out. 

(2) Trying to get a job in a 
small agency if you’ve had nc 
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previous experience is a waste of 
time. Small agencies rarely have 
the money to invest in trainees, 
but don’t like to admit it. 

(3) As advertising becomes 
more of a science, the promoters 
and the agency heads who mar- 
ried into their account will be 
weeded out of our economic 
scheme of things. 

(4) Success in the advertising 
business usually starts elsewhere 
with a sales, editorial or merchan- 
dising job. 

(5) Successful industrial adver- 
tising follows a comfortable rut 
purveying engineering data—a 
good job for a renegade engineer. 

(6) The status of an advertising 
manager usually shows in his com- 
pany’s advertising. The qualified 
ad manager is rarely the son or 
son-in-law of an executive of the 
same company. Nor does he allow 
the sales manager to dangle him 
on a string. 

(7) A Dun & Bradstreet report 
is almost sure to be entertaining 
when drawn on an advertising 
agency. You can find, out such 
things as which partner controls 
how much of the business and 
why, and also about past lawsuits 
for non-payment of bills or salary 
recovery—important if you are to 
invest your time and hopes with 
the concern. 

(8) As is true of any business, 
those who contribute most to its 
success are the easiest to see. The 
huxters and other sub-strata char- 
acters are always too busy or are 
ready with a auick brushoff. 

W. H. CLEMoNs, 

Editorial Department, Chicago 

Herald-American. 

What Mr. Clemons says is at 
least partially true, yet one can’t 
help wondering exactly how this 
type of smart-alecky approach 
helps anyone to get a job. 

° o . 


Wants a New ‘Corner’ for 
News of Specialty Field 

To the Editor: I’d like to say 
“Amen” to the thoughts penned 
by Ted Mann in your June 27 issue 
(Voice). 

My interest in ADVERTISING AGE 
is wide indeed, and I feel that the 
time spent in reading each issue 
is really well invested. However, 
I, too, could do a bit of wishful 
thinking when it comes to articles 
I’d like to read in that same paper. 

Being in the advertising spe- 
cialty manufacturing business, I’m 
always interested in articles about 
our products and their uses. They 
are a very definite part of adver- 
tising, and each year more and 
more advertisers, direct and 
through their agencies, are using 
them. 

More frequent discussions of the 
specialties and their uses by dif- 
ferent businesses, small and large, 
really should prove of interest to 
all advertisers... 

Perhaps if all the Ted Manns 
and myself would gang up, you 
folks might search the labor mar- 
ket and give birth to a new “Cor- 
ner.”” There’s lots of material for 
such a guy to work with, and, 
oddly enough, most of it deals 
strictly with good advertising, 
good merchandise and good will. 

Thanks for a swell paper. 

GEORGE W. EMERSON, 


Sales Manager, Penn Arts 
Mfg. Co., Philadelphia. 
@ « 2 


Agrees on PR-Adman Tangle 

To the Editor: Ray Millard 
handed me the needed Monday 
a.m. smile [‘Voice,” July 18] 
after a weekend cottage-crammed- 
with-company. He was speaking 
of being chased out of his office by 
publicity purveyors and back into 
his office by the ad buyer of the 
same outfit. 

Last week a publicity puff got 
into my mail instead of Editor 
Ed’s. It was from a firm that be- 
longs in the advertising pages of 
this industrial publication, but 
when we go see the ad buyer he 


takes the wrong attitude—goes 
way around to find reasons why 
not, when there right in front of 
him are irrefutable reasons why 
so. I forwarded it on to Ed with 
the penciled note, “Why do so 
many of these firms at once think 
we are so potent for their public- 
ity, and so impotent for their ad- 
vertising?” Cat and cad, of course, 
but my question is, Mr. Tony, “Can 
they make trouble for me?” Amen, 
Mr. Millard. 
J. M. PICKELL, 
Vice-President and General 
Manager, Michigan Manufac- 
turer and Financial Record, 
Detroit. 


Gets a Quick Reaction 

To the Editor: We have read the 
July 4 issue of the “world’s great- 
est advertising newspaper” and 
enjoyed very much your treatment 
of our letter and picture of the 
record-breaking poster. 

Three plant operators and one 
agency have written us—one asked 


how we did it, two believed it was 
impossible, and the fourth claims 
that he beat our record by one day. 

How’s that for response when 
your issue reached subscribers 
only two days ago? We’re im- 
pressed. 

OLIVER J. TAYLOR JR., 
Manager, State Line Poster 
Service, Bristol, Tenn.-Va. 

* e e 
Says It's Time for Action 

To the Editor: Your editorial, 
“Carrying Criticism Too Far,” in 
the July 11 issue is most commend- 
able. 

It is indeed time somebody starts 
opposing the unbridled and sense- 
less, as well as vicious, criticism 
of our institutions and authorities. 

* R. D. ALLBRIGHT, 

Allbright Associates, Chicago. 


Three Appoint Morrow Agency 


Tim Morrow Advertising, Chi- 
cago, has been named to direct 
the advertising of Dearborn Sup- 
ply Co., Chitago, manufacturer of 


Mercolized wax cream and Saxo- 
lite astringent cream, using United 
States and Canadian newspapers 
and magazines; National Associa- 
tion of Variety Stores, Inc., Chi- 
cago, and Rulo Products, Chicago 
distributor of the Rulo reducing 
plan, using radio, newspapers and 
magazines. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
~~ 


</ Artkreft® M 9 Corp 
900 Kibby St., Lima, Ohio, U.S.A. 


“Tredemerts fog U 5 fer OF 


122,300 families 
spend %$371,871,000 


. . « 122,300 families live in Fort Wayne and its 
ABC Retail Trading Area. 
1948: $371,871,000. 
Mdse: $48,833,000; Drugs: $10,284,000; Furn- 
House-Radio: $16,191,000. (Sales Management). 
It's Indiana's “‘Golden Zone” market! 


Home Coverage: 99% of City Zone plus 43% 
of Retail Trading Zone 


The News-Sentinel 


Fort Wayne, Indiana 
ALLEN-KLAPP CO. . . NEW YORK . . CHICAGO . . DETROIT 


Total Retail Sales in 
Food: $80,723,000; Gen. 


Now you can sp 


these 


Beautiful 
EUROPEAN 
types 


NOBEL light on display here 
LIBRA ON OIsSplay HERE 
EGMONT light is displayed 
EGMONT light italic displayed 
EGMONT is on display here 
EGMONT italic is displayed 


EGMONT bold on display 


ecify 


THE FACES here shown have just arrived from 


Amsterdam and can be supplied by your regular 


typographic service. They open up interesting 


possibilities for striking display in advertisements, 


booklets, brochures, programs and announce- 


ments, smart stationery, title pages and chapter 


headings of books. For sheer beauty and soundly 


designed readability the Egmont Family by S. H. 


de Roos is unrivalled ; the novelty of his Libra pre- 


sents exciting inspiration; while the delicacy and 


purity of Nobel Light add greatly to the versatility 


of the long popular ATF Spartans. 


Within the next few weeks we expect to augment 


these importations by the addition of Rondo and 


Rondo Bold, Studio, Aigrette, Gracia, Nobel Light 


Italic and Libra Light. Also by larger display sizes 


of the Egmonts, Libra and Nobel Light. 


All of these types are products of the eminent 


European foundry, Typefoundry ‘Amsterdam,’ 


for whom American Type Founders is exclusive 


distributor in the United States. They are all cast 


on regular ATF bodies, and conform to American 


standards of height, fitting and alignment, so that 


they can be used freely in conjunction with types 


produced in this country. 


Write on your letterhead for specimen sheets 


of these European types showing the complete 


alphabets and the range of sizes available. 


° 
American Type Founders 200 Elmora Avenue, Elizabeth B, New Jersey 
Branches in Principal Cities 
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your best buy! 


“RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . 
TISING AGE’s classified columns — 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


“The response from 


. ADVER- 
“The Ad- 


No. 3358. A Study of Home Read- 
ership of Selected Weekday 
Newspapers Among Families in 
Six Suburban Communities. 


In this report of a survey con- 
ducted among 6,000 families living 
in six suburban communities, the 
New York Herald Tribune shows 
which weekday newspapers come 
into the homes regularly; how (de- 
livered or bought); readership by 
family members; and character- 
istics (sex and marital status) of 
respondents. 


No. 3359. The Bright Spot. 


The Oakland Tribune has is- 
sued this market study of the met- 
ropolitan Oakland trading area, 
which includes a detailed report 
on population growth, 1940-1948; 
shows a 264% increase, 1937-1947, 
in total retail sales; reports in- 
creases in home building and the 
market for electrical and gas ap- 
pliances; and lists new industrial 
plants and expansions in the area. 


No. 3361. 
—1949. 


This booklet is the most recent 
edition of ‘“‘The Long Island Story,” 
published regularly by WHLI and 
WHLI-FM, Hempstead. Figures 
show Nassau County to be a “ma- 
jor independent market where re- 
tail sales exceed $1,300,000 a day.” 


The Long Island Market 


No. 3362. The Rapid Way, No. 19. 


This folder, issued by Rapid 
Electrotype Co., shows, with 
pictures and text, how plastic 


newspaper plates are produced. 
Other pictures in the folder il- 
lustrate a typical Rapid plastic 
plate division, its equipment and} 
various operations. 


No. 3360. Good Housekeeping | 
Means Good Merchandising. 


Information for Advertisers 


| food advertisers 


display aids available to Good 
Housekeeping advertisers are de- 
scribed and illustrated in color in 
this brochure published by the 
magazine. Letterheads, postcards, 
reprints, easel displays, newspaper 
mats, Good Housekeeping guaranty 
seals and many other items are 
tabbed for quick reference, and 
an inside back-cover pocket carries 
a price list and order blanks. 


No. 3348. The Modesto Market. 


Stanislaus County, Cal., of which 
Modesto is the county seat, ranks 
9th in farm income in the U.S.; 
Modesto is 12th in retail sales 
among 257 cities between 25,000 
and 50,000 population, and 14th 
in food sales among cities of the 
same size. These figures and many 
others are reported in a folder of 
market and media data, issued by 
the Modesto Bee. 


3345. 1949 Factual Survey, 
Northern California Markets. 


A map of northern California 
trading areas, a tabulation of mar- 
ket data and a report on newspa- 
per circulation in the trading areas 
are given in this folder, issued by 
the San Francisco Call-Bulletin. 


No. 


No. 3343. A Study of Newspaper 
Reading Habits of 49,692 Food 
Shoppers. 


“What daily newspaper do you 
read regularly?” and “What is 
the one daily newspaper in which 
you are most likely to look for 
food advertising?” were the ques- 
tions asked in this study of news- 
paper reading habits in the Phila- 
delphia market, published by the 
Philadelphia Bulletin. Shoppers 
were interviewed in 21 supermar- 
| kets and in homes in areas around 

40 cooperative group stores. The 
report includes a breakdown of 
who used the 


Merchandising and point-of-sale | Bulletin in 1948. 


Note:Inquiries for items listed above will not be serviced beyond Sept. 


12. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


on neitt ple insertions 


HELP WANTED 


FRED J. MASTERSON — 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


THREE MEN WANTED 
Combination layout man and editor; com- 
bination writer-advertising man _ for 
branch office; salesman-writer, Chicago 
area; by fast-growing trade journal pub- 
lisher. Star Publications 

Port Lavaca, Texas 


Editor...... Technicail...... $6000 
Engineering Degree 
George Williams Co.. Personnel 

209 S. State St. HA-7-2063 Chicago 


Layout: Leading Midwestern advertising 
agency needs services of an A-1 art dir- 
ector capable of making good, clean, com- 
prehensive layout for large sectional and 
national accounts. Salary adequate. Appli- 
cations confidential. Address: R. J. Potts, 
c/o R. J. Potts-Calkins & Holden, 215 
Pershing Road, Kansas City, Missouri. 


LETTERING MAN 
Experienced. Must have flair for smart 
modern type lettering. For color comps. 
and finished B&W drawings on national 
point of sale material. Must live in Chi- 


bcago area. Good salary to right man. 
ve FR-2-2558 oe 
Copy-Contact Ace $10-15,000 
Exp. gen. consumer accts., pkg. goods. 


Outdoor Media Surpervisor Expert Open 
A-V-E-N-U-E 
55 E. Washington AN-3-1490 


ADVERTISING MANAGER 
National manufacturer in high standing 
with the Retail Drug and Department 
Stores, coast to coast, offers unusual 
opportunity for party with outstanding 
performance record plus distinctiveness 
and flair in dealer promotion advertis- 
ing and merchandising. This offer is op- 
en to Assistant Advertising Managers or 
any one who can show a high record of 
accomplishment in this field. Our staff, 
incidentally, knows of this ad; and re- 
plies will be held strictly confidential 
so write fully stating age; dealer sell- 
ing experience, if any; employment rec- 
ord; and present salary. 

Box 2584, ADVERTISING AGE 
100 E. | Ohio St., Chicago 11, Ill. 


Copywriter: We want an experienced 
writer who knows how to write selling 
copy for consumers, dealers and jobbers, 
who knows a red hot merchandising idea 
when he sees it and what to do to round 
out a complete campaign. This man is 
young, not a cub, he’s established him- 
self in an agency and/or with an adver- 
tiser. He must have several years of con- 
sumer and industrial experience. He has 
an extra advantage if part of that exper- 
ience is automotive. Copy is his first 
love—and this is definitely a copy 
job. We are not interested if he thinks 
this spot is a stepping stone to an ac- 
count managers’ job within a short time. 
He’s energetic, able to get along in 
a fast-stepping 4-A agency located in the 


Middle Atlantic area. Write, stating age, 
experience and back-ground, what vou 
make, what you think you're worth. En- 
close recent photograph. 

Box 2585, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

SALES REPRESENTATIVE 

A national industrial publication, circu- 


lation 52,100 monthly, seeking experien- 
ced industrial space representative for 
Chicago area. Excellent leads furnished. 
Applicant must prove ability. Past in- 
come should have grossed annually $8,000 
minimum, Write Industrial Ledger, Tena- 
fly, N. J. Will arrange to interview ac- 
ceptable applicants in Chicago. 


POSITIONS WANTED 


MANAGING EDITOR—has tripled sales 
and profits. Desires change. Knows build- 
ing field. Has advertising agency exper- 
ience. Age, 42. Salary $10,000 and bonus. 
Box 2575, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Salesman twenty years experience now in 
New York office leading magazine seeks 
change for reasons other than failure to 
get business. Capable heading up advertis- 
ing department of modest size magazine. 
Box 2577, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ABLE, AMBITIOUS YOUNG 

ADVERTISING EXECUTIVE 
seeks opportunity in San Francisco Bay 
Area with agency or large advertiser as 
account exec. or advertising and promo- 
tion manager. Am selling interest in own 
agency to move to coast. Diversified ex- 
perience in all phases of advertising, 
promotion. Age 28, married, family. Sal- 
ary around $6500. Resume and recent 
photograph if you are interested. 

Box 2578. ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Administrative Secretary available due 
to publication merger. With present pub- 
lisher 15 years. Top calibre...self-starter 


with executive ability to assume im- 
portant responsibility from busy pub- 
lisher, agency or sales executive. Col- 


lege graduate with competent secretarial 
know-how. Thoroughly grounded in busi- 
ness paper makeup, printing, editorial 
and personnel direction. Of inestimable 
advantage to you to interview this young 
lady right now. 
Box 2582, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 

I WANT A POSITION 
Northwestern graduate majored in sales 
and advertising. Currently employed with 
a large publisher for the past two years 
as a space salesman-ind. background, 
married-29-now earning $6000 but salary 
is secondary to the future. 

Box 2586, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 
NIGHT STUDENT desires job for 
days in adv. agency or office. Two years 
experience on H. S. pub. Only need a 
chance to prove my worth. Good worker. 
Box 2579, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


INU 


ond 


inches apply on disploy 


space over 5 


POSITIONS WANTED 
NEED A MAN IN CLEVELAND? 
If 20 years’ experience in all phases of ad- 
vertising & publishing, plus integrity, 
wide acquaintance and sales personality 
interest you let’s see what we have to 
offer each other. 
Box 2568, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
AVAILABLE SOON—DIRECT MAIL 
PRODUCTION MAN 
Competent editor, copy preparer, profes- 
sional proofreader; other useful skills, 
20 years’ experience; efficiency-economy- 
minded. Now with small Chicago agency; 
no further advancement possible. Able to 
leave city. $5,000 year minimum start. 
Box 2552, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


APPLIANCE MERCHANDISER—Sales 
Promotion Mgr., 35, good background both 
distribution & manufacturing fields, 
seeks opportunity as merchandiser or con- 
tact man with agency handling appliance 
or television account. Creative, person- 
able. Prefers New York or Chicago. 

Box 2581, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Publisher of new product tabloid in its 
2list year has openings for space sales- 
men in Chicago, Cleveland, Boston, New 
York and Philadelphia. No objection to 
handling cther non-competitive papers. 
Box 2576, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


West Coast trade publication, leader in 
its field, wants connection with Publish- 
er’s Representatives in Chicago, Cleve- 
land and New Yofk. Reps must have 
successful sales record. 

Box 2566, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IL. 


Est. trade paper plumbing heating-air 
conditioning jobbers open representatives 
com.basis; Boston-Phily-Cleveland, De- 
troit, St. Louis and Los Angeles areas. 
Home Comforts Wholesaler 
_ 0 | E. 42nd St., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


New York Space Rep. available. Whole or 
part time. Own office, car-20 yrs. exp. 
for N. Y., Phila. S.N.E. Business. trade, 
dealer paper. 
Box 2580, ADVERTISING AGE 
_il E. 47th St., New York 17, N. ¥. 


PUBLISHERS’ REPRESENTATIVE 
Established, Chicago area. Long and suc- 
cessful experience in newspaper, farm 
and business publications fields. Wish 
to concentrate exclusively in business 
paper field with minimum number of 
well established and accepted publica- 
tions, preferably national in scope. In- 
auries invited with a view to January 
first start. 

Box 2583, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 


John Andrews 1504 Dodge, Omaha, Nebr. 


Stymied in an agency at $7,500 


WILL ACCEPT LESS 


for advertising-sales promotion manager's job 
with permanent future. |5 years’ experience in 
advertising, sales promotion, merchandising. 
Agency background in copy, campaign plan- 
ning and layout. Wide experience in successful 
consumer goods promotions . . . direct mail, 
national ads, retail. Age 37, married. Chicago 
area preferred. Best references. Want fair 
salary and bonus or profit-sharing. For maxi- 
mum results in a competitive market, make an 
offer NOW! Write Box 7415, ADVERTISING 
AGE, 100 E. Ohio St., Chicago. 


Merchandising 
Strategist 


Executive with proven ability to create 
and develop successful merchandising 
programs for retail and industrial market- 
ing, seeks real opportunity with Agency 
or Manufacturer. University graduate, 34, 
and intensive experience in retailing, ad- 
vertising, and sales management, will be 
available about August 15. Write now to 


Box 7416, ADVERTISING AGE 
100 East Ohio, Chicago 


EXPERIENCED 
ADVERTISING AGENCY EXECUTIVE 


employed at present, seeks new connec- 
tion with strong, forward-going agency 
as contact man or with well established, 
progressive firm as advertising manager. 
Thorough knowledge of agency, and sales 
and advertising departmental operations. 
Formerly headed own recognized agency. 
Strong on ideas, plans, all creative work 

. public relations. Art trained. Mer- 
chandising and sales minded. 25 years’ 
experience includes actual selling, numer- 
ous lines. Conscientious worker. Congen- 
ial. Highest references, including present 
employer. Box 7419, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 
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Toni’s High-Selling 
Spin Curlers Throw 
Profits in Tailspin 


Boston—Introduction of the Toni 
spin curler in June with an adver- 
tising theme of “twice as easy, 
twice as fast” has resulted in such 
a demand for the product that “it 
has been necessary to allocate 
shipments,” J. P. Spang Jr., pres- 
ident of the Gillette Safety Ra- 
zor Co., told stockholders in his 
semi-annual report. Toni Co. is a 
subsidiary of Gillette. 

Consolidated net income of Gil- 
lette for the first six months of 
this year, Mr. Spang said, was $4,- 
702,332, compared with $7,019,126 
for the first half of 1948. 

The reduction, Mr. Spang said, 
is attributable principally to the 
Toni division, which during the 
first five months was going 
through a transitional period pre- 
paratory to launching the spin 
curler. Current operations in this 
division, he said, “are at a very 
satisfactory profit level.” 


General Television Signed 
for Second P&G TV Series 


Procter & Gamble Productions, 
Inc., has signed General Television 
Enterprises, Hollywood, to pro- 
duce a second series of 26 video 
films of 12% minutes length, with 
filming scheduled to begin Sept. 1. 
All rights to the films revert to 
the producer 30 days after date 
of telecasting. After P&G’s first 
run, General Television will mar- 
ket the subjects to other national 
sponsors. 

The original group of 26 films 
is being edited, dubbed and scored 
for telecasting on a schedule call- 
ing for two episodes per half-hour, 
beginning Sept. 6, over 24 NBC 
eastern and midwestern stations, 


WABB Names Branham Co. 


WABB, Mobile, Ala., has ap- 
pointed the Branham Co. as its 
national representative. 


WANTED: A 
“FIVE-FIGURE COPYWRITER” 


The kind of a copywriter we want is 
as hard to find as the kind of job we 
have to offer him. 


He not only needs to be an ex- 
tremely good and versatile writer, he 
needs to be able to develop sound 
basic ideas and make them seem even 
better than they are by the way he 
executes them. 


What do we have to offer a man 
like this? The - is in the Chicago 
office of one of the world’s largest 
advertising agencies. This agency got 
most of its business and holds most 
of its business by the quality of its 
creative work. opy here is super- 
vised by ae men, not account ex- 
ecutives. he five-figure —, is 
open, depending upon what you ha 
to offer. 


If this sounds like your dish, tell 
us what you think we need to know 
in order to consider you for it. Our 
people know about this ad and we 
will keep your letter in strictest con- 
fidence. 


Box 7418, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


Magazine and Catalog Printing, 
Good Quality, dependable serv- 
ice, reasonable prices, modern 
high speed fed and rotary 
presses, plant located on East- 
ern Seaboard, Convenient rail 
and air transportation. 


Box 7420 ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


WANTED: AN AGENCY WITH ACTION! 


We are a fast-moving company .. .that’s 
the kind of agency we want. We can use 
the spark of new ideas to help us formu- 
late our advertising and sales program. 
Plans include radio, newspaper and di- 
rect-mail in keyed return advertising. If 
your agency can give complete follow- 
thru to an account that will grow into 
large figures under able guidance, write 
us today. 

Box 7417 ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
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Along the Media Path 


e Proof that those clever “pro- 
motion” ads The Wall Street Jour- 
nal has been running get attention 
has been garnered from a recent 
Starch study of the Philadelphia 
Inquirer which showed that the 
Journal’s 70-line ad was noted by 
12% of the male readers and “read 
most” by 7%, giving it 1,121 men 
readers per dollar “noted,” and 
654 men readers per dollar on a 
“read most” basis. Only two ads 
in the Inquirer had a better score 
on readers per dollar, while the 
average was only 144 “noted” per 
dollar, and 80 “read most.” 

The ads, which have been run- 
ning consistently for five months 
in newspapers in New York, 
Cleveland, Pittsburgh and Phil- 
adelphia, and in advertising and 
sales publications, are one column, 
usually 70 lines. Each carries the 
dominant portrait of an important 
business executive who has just 
been promoted, under a news 
headline, then describes the pro- 
motion and says that the individual 
is a regular reader of The Wall 
Street Journal. Two sentences of 
selling copy for the.Journal com- 


_ plete the ad. More than 60 ads 


have already appeared, and a not- 
able feature is that they appear 
very quickly after the promotion 
takes place. 

A typical recent one read: 

NEW RAILROAD PRESIDENT. Clair 
M. Roddewig has been elected president 
of the Chicago & Eastern Illinois Rail- 
road. Mr. Roddewig reads The Wall 
Street Journal regularly. So do 33,759 
company presidents (of a total daily 
audience of 233,123). These executives 
are a tremendous and influential mar- 
ket. If you sell industry and want more 
results from your advertising dollars, 
you should put The Wall Street Journal 
at the head of your list. 


e Along with a copy of “The 
Rapid Way No. 19,” informal house 
organ of Rapid Electrotype Co., 
customers and prospects got a sam- 
ple of a plastic newspaper plate 
turned out for Cadillac. The house 
organ explained the process of pro- 
ducing plastic plates, and told the 
story of their use in newspaper 
advertising. 


e Periodically, Walker & Co., De- 
troit outdoor plant operator, 
gathers its entire sales force for 
an early breakfast session to meet 
with management, real estate and 
operating groups, and to analyze 
market developments throughout 
the territory served by the com- 
pany. The latest such breakfast 
discussed the Wyandotte market. 


e The Oakland Tribune has just 
produced “The Bright Spot—Met- 
ropolitan Oakland,” a_ plastic- 
bound fact-and-figure book on the 
Oakland market which gives com- 
plete data on the market, circula- 
tion and advertising facts. Copies 
are being made available to na- 
tional advertisers and agencies. 


e Interest in the ads in the Aug. 
20 state fair issue of The Farmer 
will be measured by Readex 
reader interest reports, and all 
advertisers in that issue will get 
an analysis of their own ads and 
a comparison with other ads of 
the same size. The study of the 
Aug. 20 issue will be the third in 
a series of Readex studies of The 
Farmer. 


e An advertiser who has used 
300 consecutive issues of the same 
monthly publication is certainly 
a rarity, and arrival of such a 
milestone deserves special atten- 
tion. So when Elliott Co., Jeanette, 
Pa., scheduled its 300th consecu- 
tive ad in the July issue of Petro- 
leum Refiner (having run its first 
ad in July, 1924), the publication 
gave the advertiser a “silver an- 
niversary splash.” Elliott repro- 
duced its first ad, with proper ac- 


companying copy, and Petroleum 
Refiner used the facing left-hand 
page to pay tribute to the com- 
pany. Both pages were given a 
background of silver ink. 


e Having successfully completed a 
20-week evening course for per- 
sonnel from White Villa, Parkview 
Markets and Dot Food Stores, Sta- 
tion WSAI, Cincinnati, is now 
planning inauguration of a new 
course in September. The courses 
provide a “training school for 
grocers” and are conducted by 
Harold L. Hand, WSAI director 
of merchandising. They cover mer- 
chandising, management, display, 
accounting and personalized sell- 
ing. 


e “Good Housekeeping means 
Good Merchandising” is the ap- 


propriate title of a carefully de- 
signed plastic-bound booklet 
which Good Housekeeping has 
just produced to emphasize the 
variety of merchandising assist- 
ance it supplies advertisers. Start- 
ing off with an exposition of “the 
seal that often means a sale” and 
how it is handled, the booklet runs 
through a catalog of the host of 
merchandising and display aids 
which Good House makes avail- 
able to advertisers. 

_Some idea of the scope of this 
tie-in material is provided by the 
fact that it includes postcards, re- 
prints, cover folders, GH letter- 
heads, special imprinted letter- 
heads, stickers, cover wraparounds, 
ad-marking tab sheets, cover tip- 
ons, easel backed display cards, 
base mounts, counter cards, ad- 
hesive displays, hang tags, mer- 
chandise stickers, mats, seals, etc. 


WIDE Joins Yankee Network 


Station WIDE, Biddeford, Me., 
joins the Yankee Network on 
Aug. 1. 


Aylin Agency Names Helm 


Roger Helm, formerly art di- 
rector of Ross Llewellyn, Inc., 
Chicago, has been appointed art 
director and production manager 
of Aylin Advertising Agency, 
Houston. 


Graver Appoints Devendor* 


Engel E. Devendorf. formerly 
New York manager of Western In- 
ternational Corp., has been named 
export manager of Graver Tank & 
Mfg. Co., East Chicago, Ind., and 
Phoenix Mfg. Co., Joliet. 
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Printed labels . . . any size, quantity, 
number of colors . . . with quality and 
delivery assured by newest, finest 
pressroom and finishing equipment. 


arson OOHN Maher 
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A™ you missing something—something in California? 
You are unless you're advertising in the Billion 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles * 


New York * 


CENTENNIAL OF THE 


CALIFORNIA - 1849-1949 


Detroit * Chicago * 


combined.* 
But remember this—Valley 
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Dollar Valley of the Bees. Almost as many people live 
here as in Los Angeles. And, on retail purchases, Valley 
people spend half again’as much as all San Franciscans 


people are inland Cali- 


fornians. They naturally have little interest in outside 


newspapers. To reach them you need to advertise in the 


strong local newspapers — the 


three McClatchy news- 


papers. Make sure, then, that your California schedule 


includes The Sacramento Bee, 


The Modesto Bee and 


The Fresno Bee. No other combination of papers—local 
or West Coast—comes near to matching their coverage 


of the Valley. 


*Sales Management’s 1949 Copyrighted Survey 


&, 2 THE 
THE 


THE 


Sen Francisco 


c latchy — ewspapers 


SACRAMENTO BEE 
MODESTO BEE 
FRESNO BEE 


Wee age. Cie ee eee rs ee 3 seule i Senne ara is EEE: Nese, SN ge ney oe Mere MD Hie Cel A NS Ee oe RSS,” Sea a ae meee RED eae PS age al 2 St MMe oo 
Re ee ck, ae ee RR Bh ea Ra ee ee LE ne 2 $ oe! fee ce yam So Nee ey ph SY rece ban) eae See as Ce ee ae es oie, ae 
ee ee ee PT eg le aaa Lo oe np ee ke aa ie ogee a 
te haa le Rn A a ee ee 

ee 
, 1949 47 
| _— ee 
Toni 
easy, | 
. such | 
at “it 
locate | — « 
pres- i 4 
’ Ra- ©: s | A 
.isa aS 
| DIVISION 
' Gil- 
hs of | 
s $4,- 
9,126 
said, . 
> the | 
: the as 
oing | ee 
“a a | 
$ | NR RR RAE An A AE AL SRR A A TR TS 
spin 
| this — —eiecvcv_—_—OOO nw ee eee n—vllvlvlOlN—a——aaUwE>eS_oeeee_ eee) a —  _ _—_—_—_— OO” 
very 
, , % eee a 4 ox 
| 7]  @¢ ys xs (ff i { , ry 1 7, ee gee avi 4 , 7 tH, ie to {+ Rd ed: 
} Wey ties! an Me iy! ne Pees a NAG oe ry Ze Te. UF Vr ie ao hoe Oe % 
1 Cano PA 4 Garey ae a beg a cuaey, 4 ./ Py ale org te gf eS ee ws ‘, F 
oN Cl sg Fe, a ee in ee oil Ua i oa; Ce eee Mage oes. See ee eae f6 
Wig f eae A | oP +e. Al RY ten * : : PEAT AO (oe. Fa oon ‘ 
Ss i. ae ay; age 4 ae | ie : : “ “eo vats wy : “e 7 A iP oe With, Sy o. * ne ‘4 
| ; Rete ES as Pe a ea Net wigtogtuaes 1 Ayes Wiser > (aa / 
Be gt Fe Se OF acy pana oo LY: aie fi, | Oe. / 
Bis ve eh ck oe er a oie ey i y+ ite Ray ba” ae - bre ut it: ’ 4 , 
a qa ine ea ie man il 
| ‘. yf ; “44 Py ka : e ns e * we Ky f4 £3 xe ; 4 A | ne P J 
\ a mi * Y ae - oe, A 4 * wz, sieges, Bt \ 7 
= , URE Ny 
| 9 J . Pe 7 yes oO ; oF xg ,- ; 
il a a - ey /(/ , ae mn EZ LE } 
| ; be! a “ ee FY ee /) ¢ ‘ ee 7 ek a iy /, ‘ 4 ae meds fie - J 
;! ne ee r “ ; _ Pa 7 Jyh) / ° - yk ’ Wy a ay ae ie eT i uf 
yoo : : - we Cae ie eh ke [oe y, y wa 3 Bs 
\ aA = uy ae : — _ = : —— yee we 7] , iy Z 4 - 4 one / 4 YY Wy; fey N % i ae ‘4 , 
\ *\ As : oN is ate if / bo fp # Ty, i] YY ced he ae YW WY pj + gees { ‘ 
| ue hae aera a) pp ff ////)/ 74 a Uae 
Bits ce ae Dy ( \/ : fl j ies th /, yf! Nii , Ful >) : en 
Br S. “tet aon / , rf La | EAT y tM, Ka : eer } 
aA: Tae yi al (( || | Slt SC aaees// hl 0/7 i, Ji a et 
hour | Vs aby Ag a, \% ( « Ae We aa adie a ¢- P tb 

a "4 ot Se , ; ll, Oy - nN Sep oF P 

NBC | Wad Qe: vi WANS IS a mS. Wii Me fo DF eee 
wed wv ec} — \\ \ ir /, y, i j 7 a a CF 
ons, \'¢. \ \ \ y Hii | VAR \: : >. / D , = acl bh 
Yes \ A Zz \S : a "~ seh ca iy ee 
Y yr tiitl!%s \ ——< ly S w - ro Ye \ 
>. AN ere aT ei | ‘ te _ ee }j - w Ss a : 4 3 \ F 
ap- | ‘\ i > Me (I ! 1! \4 ‘ Ag . =i ¢ ; oo ee. i ~ Paes a 
4 = Metre 
—— ; . Y " a | & \\ Rw/ GW ar! pone hee . W/ 
= | BEET y f\ Pemenn \\\\ eee ZZ. 
| FF oy Ss “Mi Wwe | Nc WB 
R” | 4 ‘\ =~ Ve  \N \\ a Z!. Wl, 
/ XX : 7, Pi ‘A _ : igi Wak Va s Ze oe . 
it is tA. 4 7 MN Ng may pt —- \Y a oe ma me \ fait 
‘we Gp TREN =a Ry = ~s¢ , hie eee 7 . NI 
A ~ oy 4 Case, a Wht gp Se 
“he Zz = * 3 ee | i!’ S Wie 
1 | i= a all ~<_ ale fn Sa, 
ven /] Ss "Sie, / - a —— ‘ “ey a 
he “ting SANS » ore » > —— -, a — 
rin NS =. co OS eee Se _— 
~~ Nae > Ag 4 ae - = r ae" SS m 
nan | ‘ -“* 
‘ago | ——Saoe EOS 
gest 
got 
nost 
its eee 
per - 
ex- 
' is 
ave 
tell 
10W 
Our 
we 
on- 
; } 
A bY 
—_ 4 s t ee 
TIT. E> 
erv- ‘ 4% * 
lern | f ee eee 
. TR - Sec 
ary | wh ¥ ee 
| | , See ST 
~ | PS omim Y Cs 
rail | a 
| .. Pain Tete, SS 
\GE ‘4 
& Pe 
ll. / i & es 
inal | % Be eee 
TON! | i 
that’s | 
n use 
rmu- 
Jram. 
i di- 
ig. If 
llow- 
rite ee 
write 
7 
7 ) — 
a a) os Saag Ral a ee ers es gs RTI Ai rc Soa ty oat bea uae Ans a oy aa tM eae eA Taha ts > 


Will Launch New Newspaper 


The first issue of a new monthly 
newspaper in the international 
language, Esperanto, will appear 
early this month. The paper, to be 
called Usena Revue (United States 

ue of North America Review), will 
~ be published by the Esperanto In- 
terlanguage Foundation, Inc., Mil- 
waukee. Articles and advertise- 
ments will be printed in English 
and in Esperanto. Donald J. Rath- 
mann is advertising and promo- 
tion manager. The advertising rate 
- _ a page and $3 a column 
ch. 


Kain Forms PR Company 


Sidney M. Kain has formed a 
public relations company, Show- 
mandising Associates, with offices 


5-Year Series on States 
Led Art Bureau Afar; 
Last Will Run in June 


PHILADELPHIA—After a man hunt 
reaching into every state and ter- 
ritory, the art bureau of N. W. 
Ayer & Son has just rounded up 
final art work for Container 
|Corp.’s state series. 
| The series, which began in 1945 


at 314 Fifth Ave., New York. The! With Vermont, will end in June, 
company will devise and supervise 1950, with publication of an ad- 
special promotions for all types of | vertisement on the Virgin Is- 
products merchandised through lo- | lands. It consists of 53 illustrations 


cal theaters, radio, television and 
the motion picture industry. 


Prince Joins Wittner 


Harold Prince has joined Fred 

Wittner Advertising, New York, 

ee. as an account executive. He was 

es, formerly with G. M. Basford Co., 
fea ’ New York. ‘ 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America's 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 


on the 48 states, four territories 
and the District of Columbia. 

Nearly 200 artists submitted 
s‘cetches, and one of each state and 
territory was chosen to prepare 
finished art work symbolizing his 
home area. The most impressive 
“sketch,” received recently, said 
Charles T. Coiner, art bureau 
head, is a 7x5’ design on red cedar 
sent in by Peter C. Nielsen, 48, 
full-blooded Tlingit Indian of 
Sitka, Alaska. Carved and painted 
on wood, it is a flat totem design 
showing the night owl, protector 
of certain Tlingit tribes and in- 
dividuals. Ayer and Container 
Corp. have accepted it both as 
sketch and finished art work for 
the Alaskan ad. 


« Air freight charge for bringing 
the “sketch” from Sitka to Phila- 
delphia was $16.78. It had to be 
dismantled into nine pieces to 
fit the plane. 

“There was a.three-month delay 
before Nielsen could begin his 
assignment,” Coiner observed. 
“His salmon fishing season had 
just opened.” 

Nielsen’s official Tlingit names 
are Ah-Ka-Shooak, meaning 
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The Mountain- West is growing at a good clip The 
Deseret News is growing at a truly astonishing rate. 


sprint—it’s a steady, con- 


tinuing gain that’s on a sound basis 


A better newspaper—with new features that read- 
ers like' That's why The Deseret News is growing so 


fast — and holding its gains. 


That's why, to adequately 


reach this active, growing market, you need to be in 


The Deseret News. 


Salt Lake 


More Than 87,000 — 


THE DESERET NEWS 


Daily and Sunday 


City, Utah 


National Representative: Cresmer & Woodward, Ine. 


Ayer Search is Over 
for Container Artists 


Laughing-on-Lake, and Tlsia-Goo- 
Ah, or Loud Voice. Ayer’s trail 
to him led through the Museum 
of Modern Art, through the Of- 
fice of Indian Affairs to an official 
of the Alaskan Native Service. 

Four-color Container Corp. ad- 
vertisements appear monthly in 
Business Week, Fortune, News- 
week and Time, and black-and- 
white advertisements in various 
business papers in industries to 
which the corporation supplies 
products. 

Artists have been located by 
personal detective work of Ayer 
personnel, and by correspondence 
with museums, chambers of com- 
merce and art galleries all over 
the country. 


= The first 30 states were “easy,” 
Mr. Coiner explained. Then the 
job got tough, especially in the 
Pcases of Alabama, North and South 
Dakota and Utah. 

Many artists wrote in volun- 
tarily, some submitting as many 
as 16 sample sketches. Artists were 
paid $50 for each sketch ordered 
or accepted, plus $450 more for 
finished art work. 

Among other unusual “sketches” 
submitted were a large oil paint- 
ing from Georgia’s Lamar Dodd 
and, from New Hampshire’s Ed- 
win Scheier, ceramic designer, a 
bowl showing Daniel Webster 
wrestling with the devil, an Old 
New Hampshire legend. “The bowl 
has been accepted,” said Edward 
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LOCAL COLOR—Nevada and Michigan 


Warwick, art buyer on the assign- 
ment, “and now we have the prob- 
lem of showing it properly in the 
a" 

Fred Kabotie of Arizona did 
his sketch on a deerskin—after he 
had shot the deer and cured the 
hide. 


ws Chamber of commerce execu- 
tives were not uniformly helpful. 
Several suggested that maybe 
Ayer would like to use “the work 
of my aunt. She does little draw- 
ings that all of us in the family 
think are fine.” 

One chamber ran a local ad- 
vertisement seeking artists. It 
brought a deluge of hand-painted 
Christmas cards and such. 

The Arkansas chamber wasn’t 
too happy about its “state” illus- 
tration showing a mule pulling 
a plough. Arkansas, they said, has 
lots of tractors. 

Copy in the series is short— 
limited to about seven words, in 
fact, except for company name. 
For example: 

“Mississippi—annual purchases: 
$1 billion—mostly packaged.” 


ws The series has won many art 
prizes and has been recognized 
by museums. Collections of origi- 
nal art work used in it have been 


SEVEN-FOOT ‘SKETCH’—Largest “sketch” received by N. W. Ayer & Son’s art 
bureau for Container Corp.’s state series of ads was this 7x5’ design on red 
cedar, carved and painted by Peter C. Nielsen, Alaskan Tlingit Indian. The design, 
accepted for the Alaskan ad, is being inspected by (I. to r.) Edward Warwick, art 


buyer? Leon Karp, art director, and 


Charles T. Coiner, art bureau head, 


all of Ayer. 


shown in 21 cities to a total esti- 
mated audience of 200,000. Chicago 
produced the top audience of 35,- 
000. A reprint collection has been 
exhibited by 17 colleges and mus- 
eums. 

Ayer once located a wanted 
artist, Morris Graves, while he 
was en route from his home state 
of Oregon to Hawaii. While Mr. 
Graves continued on his trip, Ayer 
West Coast workers arranged to 
ship to him a crate of Ponderosa 
pine boughs to provide a proper 
Oregon atmosphere in the islands. 
Tacked up in Graves’ Honolulu 
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ads in the Container Corp. campaign 


through N. W. Ayer & Son, which in five years will cover all 48 states, four 
territories and the District of Columbia. 


room, the boughs became the 
theme of the design. 

The Oregon ad won the top 
award in the 1949 competition of 
the Art Directors’ Club of New 
York as the best-illustrated color 
advertisement, regardless of classi- 
fication. 


w Passing through Williams, Ariz., 
Mr. Coiner saw some work by 
Fred Kabotie. From bellhops, 
Coiner learned that Kabotie was 
a Hopi Indian living on a reserva- 
tion 100 miles away. But Coiner 
didn’t want to make the trip unless 
assured that Kabotie would be 
there. 

“In that country,” the bellhop 
said, “if you’re there in the fall 
you’re there in the spring. And 
your man was there last fall.” 

Coiner managed to get there. 
He explained the purpose of his 
visit. 

“Oh,” said Kabotie, “you mean 
this.” 

Unrolling his blanket, he brought 
out a magazine tearsheet of a 
Container Corp. state series ad. 


Gets Dress Account 


Alfred J. Silberstein, Bert Gold- 
smith, Inc., New York, has been 


‘Esquire’ to Offer 
Advertisers’ Ads 
in Two Giit Issues 


New YorK—A new merchandis- 
ing program to “advertise the ad- 
vertisers” in Esquire’s two Christ- 
mas gift issues will be available 
to the companies placing insertions 
in December or January issues. 
The program involves large space 
in 13 daily newspapers covering 
12 top markets. Six and five- 
column ads will list Esquire’s ad- 
vertisers and call attention to 
their products. 

The ads will urge readers to 
“shop the easy way” through the 
“Esquire Gift Guide Index” pub- 
lished in the Christmas. issues. 
Advertisers using one and a half 
pages or more in those issues will 
be listed in all newspapers in all 
cities. Companies using one page 
or more, but less than one and a 
half, will be listed in the first 
eight of the newspapers. Those 
using a half page or more, but less 
than a full page, will be in the 
first four. 

Among newspapers in which ads 
will run are: Baltimore Sun, Bos- 
ton Herald Traveler, Chicago Trib- 
une, Cleveland Press, Detroit 
News, Los Angeles Times, New 
York Times and World Telegram, 
Philadelphia Bulletin, Pittsburgh 
Press, San Francisco Call Bulletin, 
St. Louis Post Dispatch and Wash- 
ington Star. 

Lennen & Mitchell is the new 
agency for Esquire, Inc., handling 
all except radio promotion of 
Coronet, which Schwimmer & 
Scott directs. 


Washington Transit FM 
Due for Investigation 


The Public Utilities Commission 
of Washington, D. C., has an- 
nounced plans for an investigation 
of the FM radio receivers in 
vehicles operated by Capitol 
Transit Co. to determine whether 
they are “consistent with public 
convenience, comfort and safety.” 

The move was prompted in part 
by the letters appearing in local 
newspaper columns protesting 
“blaring advertising and so- 
called music,” which also have 
been filed with the commission. 
The transit company plans to have 
200 radio-equipped vehicles in 
service by Aug. 15, with installa- 
oo costs paid by Station WWDC- 


Typographic Group Elects 


Morton Goldsholl, designer, has 
been elected president of the So- 
ciety of Typographic Arts, Chi- 
cago. William Fleming, designer, 
and William L. Langdon, vice- 
president of Art, Inc., have been 
named vice-presidents. Natalie 


retained to handle the advertising | Cherry, free-lance art director, has 


of Varden Dress, Inc. 


been elected secretary-treasurer. 
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“Advertising Age is 
probably referred to 


more often than any 


97 


other publication 


Says 
WILLARD S. FRENCH, President 


BROOKE, SMITH, FRENCH & DORRANCE, Inc. 


“I look forward to each issue of Advertising Age 


WILLARD S. FRENCH 


because I know it will bring up-to-the-minute news 
Mr. French, who soon celebrates his 33rd year with Brooke, 


of happenings and developments in the business. The Smith, French & Dorrance, Inc., has had a strong influence 
on the character of the agency. His philosophy has always 


editorial style is good and your coverage is complete. 
been to emphasize the practical aspects of advertising— 


Advertising Age is carefully read throughout our research, hard facts, down-to-earth copy—rather than the 


, , ‘ lofty, theoretical side. The lusty growth of BSF&D and 
organization and is probably referred to more often 
its highly-regarded position among agencies today is due 


than any other publication.” in good part to Mr. French’s realistic thinking. 
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McGraw-Hill Appoints 
Mayer and Robertson 


Kurt A. Mayer, formerly with 
Industrial Relations Counselors, 
has been appointed assistant vice- 
president and director of personnel 
relations of the McGraw-Hill Pub- 
lishing Co., New York. 

Donald S. Robertson, formerly 
advertising manager of Science II- 
lustrated, which recently sus- 
pended publication, has joined the 
sales staff of Engineering News- 
Record. He will cover the New 
York area. 


Manning, Terry Resign 

Conant Manning, executive vice- 
president for advertising and cir- 
culation, O. D. Keep Associates, 
Los Angeles, publisher of Fort- 
night, and A. Jay Terry, business 
manager of the publication, have 
resigned. 


Coblentz Names Dorland 


Coblentz Bag Co., New York, 
manufacturer of paper bags, has 
returned its account to Dorland, 
Inc., New York. Deglin & Wood 
has been the agency. 
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Auto Industry 
in High Gear; 
Sales Up Again 


Detroit—Hardly had the steel 
industry been granted a 60-day re- 
prieve from a threatened strike 
before the automobile industry 
cleared its decks for new produc- 
tion records and prepared for an 
all-time output this year. 

The volume of cars and trucks 
has been increasing month by 
month since January. Gains have 
been in passenger cars with trucks 
dropping off steadily since last 
year when the industry set an all- 
time record of 1,364,957 trucks. 

The high volume output was 
not unexpected. Capacity of most 
of the factories was increased after 
the war by about 50% over the 
prewar limitations. 

But until the past three months, 
most of the new capacity has been 
idle because of scarcity of mat®- 
rials at first and, during winter 
and early spring, by a sudden 
and unexplained halt in buying, 
both in the new and used car 
markets. 


s A belated spurt in buying, how- 
ever, began in April and has 
pushed sales to new heights each 
month. Production has been in- 
creased to keep pace with sales 
as steel became available. 

Manufacturers began adding to 
their work forces in March and 
April. Some started six-day opera- 
tions to meet the demand. Despite 
hot weather “strikes” which caused 
sporadic shutdowns, a long tie- 
up of the Ford Motor Co. and such 
costly supplier strikes as the Ben- 
dix shutdown, the plants contin- 
ued to turn out vehicles at a ter- 
rific pace. 

The continued high production 
and its almost complete absorp- 
tion by the market has upset 
early predictions. Early in the 
spring, reports were general that 
a real buyer’s market would de- 
velop after July 1 and that manu- 
facturers would be forced to drop 
prices sharply to meet competi- 
tion. 

Instead, demand for new cars 
is continuing almost as strong as 
a year ago. Low-price cars have 
waiting lists of prospective buyers, 
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WIT HARDER 


at those Buffalonians with Money to 
_ Travel...Use the Courier-Express 


@ The Courier-Express is Buffalo’s travel medium. In 1948 it carried 
59% of all travel advertising in the territory. Five tours sponsored 
editorially by the Courier-Express last year were sold out to their 
combined capacity of 3,300, participants at a cost to them of $131,000. 
If you want to sell the type of folks with ircome to travel...you 


can do it more economically in the 
Courier-Express. 

Your dollar buys greater impact 
in the Courier-Express on the fam- 
ilies with money to spend. 
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eager and curious. 


s About the only major difference 
front a year ago in the car mar- 
ket is that buyers do not take as 
many accessories as a year ago 
as a condition to obtaining a car. 

No price war is in sight. Nor 
are any appreciable price cuts 
anticipated this year. Several 
“token” cuts have been made, two 
by General Motors as a result of 
a change in its wage formula, but 
nothing that could be mistaken 
as a bid for more buyers to get 
into the market. Present indica- 
tions are that more price reduc- 
tions will not come. until next 
year. If so, they will apparently be 
based on reduced costs of mate- 
rials rather than on a competitive 
bid to stimulate sales. 

Meantime, the used car mar- 
ket is riding along with new car 
sales and, while far down from the 
1948 level, lots across the nation 
are well stocked and prices are 
up somewhat from last spring. 


a The first 1950 car was intro- 
duced last week when the Buick 
Motor division of General Motors 
Corp. took the wraps off its new 
Special with which it hopes to 
capture 10% of the new car mar- 
ket, or 142% above Buick’s pres- 
ent 8.5%, which has it in fourth 
place. 

Ivan L. Wiles, Buick general 
manager and vice-president of 
General Motors, said the price on 
the Special, smallest of the Buick 
line, would not be announced until 
Aug. 10. He said it would be 
“only a modest sum” above Ford, 
Plymouth and Chevrolet. 

Several other companies have 
added new models to their lines 
designed to capture special buyers. 
Among these is Dodge’s new four- 
door Coronet station wagon, first 
one made by the company as a 
standard model since 1938. It is 
priced at $2,715 without extras. 

In fact, one of the interesting 
developments of the auto industry 
in recent months has been the 
“comeback” of station wagons and 
convertibles. Demand has been so 
strong that dealers implored the 
manufacturers to step up pro- 
duction. 


Omaha Agency Changes Name 


Cole & Werner, Advertising, 
Omaha, has been succeeded by 
Cole, Marsh & Associates. Richard 
Cole is president of the new agen- 
cy, and Allan A. Marsh Jr., for- 
merly with the sales department 
of Pillsbury Mills, is vice-pres- 
ident and merchandising manager. 
Douglas G. Arner, previously as- 
sistant advertising manager of 
Wincharger, Inc., Sioux City, Ia., 
has joined the agency as space 
buyer and production manager. 
Cole, Marsh & Associates will han- 
dle most of Cole & Werner’s ac- 
counts. 


Kable Appoints Five 


Forrest T. Kable has been ap- 
pointed vice-president in charge 
of sales of Kable Brothers Co., 
Mount Morris, II1., letterpress and 
rotogravure printer. He succeeds 
Milo D. Zimmerman, who has re- 
signed. Other new sales appoint- 
ments include: Eugene J. Seiber- 
lich, assistant sales director; Don- 
ald A. Campbell, manager of the 
Chicago sales office; William E. 
Vass, manager of the Detroit sales 
office, and Donald C. Clark, gen- 
eral sales representative. 


Strausz Elected President 

Alva L. Strausz has been elected 
chairman of the Washington State 
Fruit Commission, Yakima. W. 
W. Wood, Wenatchee, is vice- 
chairman, and Fred Westberg, Ya- 
kima,.continues as secretary-man- 
ager of the commission, which rep- 
resents growers, packers and ship- 
pers in the soft fruit industry. 


Joins American Airlines 

Alex Herreborg, previously en- 
gaged in promotion of travel be- 
tween England, Scotland and Den- 
mark, has been appointed sales 
| manager of American Airlines. 


Advertising Age, August 1, 1949 


“Hey, my one and only.” 
“Yes, light of my life.” 


treat to nibble on!’ ” 


lhe Creative Wane Corner 


“Here’s an ad for Fritos, those wonderful crunchy things 
we nibble with our martinis.” 

“Well, whadaya know? I’ve been wondering when those 
people would start advertising.” 

“Before I show it to you, tell me what you think it says?” 

“Easy, liebschen, It says, ‘Peanut-munchers! Potato-chip 
splitters! Hors d’oeuvres lovers! Here’s a wonderful new 


“That, this side of genius, is what you think. This ad, for 
this really different kind of nibble, has the startling caption 


—born, no doubt, of 
hours of brain-pum- 
meling, ‘Taste delight.’ 
Isn’t there a copyright, 
by this time, on that 
phrase?” 

“Expired before the 
First World War, my 
dear. Anybody can use 
it now, and they 
usually do.” 

“Well, oddly enough, 
after the initial pla- 
giarism of this un- 
usual phrase, the ad- 
vertiser carefully es- 
chews the use of 
the word ‘different.’ 
There’s a copyright on 
that, too?” 

“May be. He must 
have eschewed it for 
some reason.” 

“After all, we've 
bought Fritos. We've 
used ’em. What do we 
like about ’em? Why 
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keep it a secret?” 


stand?” 


vertiser of them.” 
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“My dear, look. You’re a housewife. You just buy these 
things. You’re prejudiced. When you advertise them, the idea 
is to surround them with cliches, to make it difficult for 
the reader to know what you’re talking about. In that way, 
he has to go to his grocer to find out. You begin to under- 


“Well, fortunately I’ve tried them. As far as I’m concerned, 
if I hadn’t, this ad would leave me a confirmed cruncher of 
potato chips. Of course, as you have so pointedly pointed 
out, I’m just a consumer of such delicacies. I’m not an ad- 


“Exactly, my dear. Now crawl back into your little shell 
and leave the difficulty of selling goods today to the experts. 
It’s better that way. After all, haven’t you ever heard the 
maxim, ‘Make progress slowly?’ Suppose every ad you came 
across sold you on the product? We’d soon go broke. Can’t 
allow that to happen, can you?” 


illustration of what 
Fritos look like. You 
think they want to 
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Seidel Appoints Levin 

Irvin B. Levin, formerly an ac- 
count executive of N. J. Newman 
Advertising Agency; has been 
named radio and television direc- 
tor of Seidel Advertising Agency, 
Hollywood. 


WKY, WKY-TV Name Dodson 


Eugene B. Dodson, former! 
news editor of the Transcripi, 
Norman, Okla., has been appointed 
promotion manager of Station 
pad and WKY-TV, Oklahom: 
ity. 


Dealer-subscribers 


have 65% of the BUYING POWER 
of the Home Furnishings Field 


“PUBLISHED MONTHLY BY THE H.O. RENO COMPANY 
4753 N. BROADWAY * CHICAGO 40, ILLINOIS 
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Jewelry Buying 
slow, ‘48 Sales 
May Be Off 15% 


(Continued from Page 1) 
cuite successful. 

There were scattered suggestions, 
towever, that jewelry store sales 
tnis fall would pick up. Many of 
tne exhibitors talked gloom and 
snook their heads over the drop 
in attendance as compared to last 
year, but a glance at the order 
books showed that buying was tak- 
ing place, although individual or- 
ders were smaller than normal. 

One of the more significant as- 
pects of the show was.the in- 
creased importance of promotional 
merchandise distributors. About 
one-fifth of all the exhibits fea- 
tured this type of item. 


s One explanation for the vast 
increase is the fact that credit 
accounts are the lifeblood of many 
jewelry stores. It costs a retailer 
as much as $10 in some cases to 
open a new account. In the cave 
of smaller credit jewelry (and 
furniture) stores, the retailer is 
forced to use some attraction to 
get accounts opened and to ad- 
vertise the come-on. 

Because of the necessity for us- 
ing advertising, and the lack of 
experience on the part of retail- 


| ers in preparing such material, the 


number of agencies, syndicated 
mat services and similar counsel- 
ors exhibiting has mushroomed. 
Some of these package houses, in 
fact, did more business at the ex- 
hibition than many of the jewelry 
store suppliers and jobbers. 

The backbone of any jewelry 
store operation continues to be the 
diamond and watch business. Aside 
from style changes in diamond 
rings, there appeared to be an in- 
creasing tendency for smaller jew- 
elers to buy mounted goods rather 
than “loose” goods, and brand 
name diamond rings are assuming 
greater importance, even though 
the total market still is shrinking. 

One of the major problems faced 
by jewelers is the seasonal nature 
of their business. The Jewelry In- 
dustry Council, composed of man- 
ufacturers, wholesalers and retail- 
ers, has taken several steps to im- 
prove long-range sales. 


« For example, it has created sev- 
eral additional promotions, in- 
cluding the “Sweetheart’s Day” 
push built around Valentine’s Day 
on Feb. 14; a Diamond Jubilee, 
held March 27-April 9 this year; 
a Mother’s Day drive early in 
May; a Silver Parade (May 9-25 
this year), and a Father’s Day 
promotion package for the middle 
of June. 

In each case, retailers receive 
letailed campaign plans designed 
‘to enable them to compete with 
ther industries for the consumer's 
lollar. 

The council also has prepared 
ooklets of gift suggestions for 
vedding anniversaries and birth- 
ays, and has sought to establish 
‘he tenth wedding anniversary as 
the diamond anniversary, the gen- 
eral idea being to “give diamonds 
\rhile there still is time to enjoy 
them” and, obviously, to boost 
sales. 

The council is preparing adver- 
| sing-publicity campaigns (with 
the accent on local advertising and 
tie-in publicity) for Watch In- 
spection Week (Sept. 12-17) and 


tie Watch Parade (Oct. 24-Nov. 7). 


+ Another problem faced by credit 
j2welers—Mr. Wagner and asso- 
‘iation officials consider it to be 
tae major cause of the continuing 
sales decline—is the 20% federal 
«xcise tax on jewelry. 

During the session, Beardsley 
}tuml, former chairman of R. H. 


Macy & Co., was appointed to the 
board chairmanship of the newly 
formed Jewelry Research Founda- 
tion, and Leon Henderson, former 
price administrator, was named ito 
direct economic research activities 
of the foundation. 

One of the immediate objectives 
of the foundation is the compila- 
tion of valid statistics and data on 
the industry with the object of 
persuading Congress to repeal the 
taxes. As Mr. Henderson indicated 
in a talk before the convention, 
Congress usually gives most favor- 
able attention to industry repre- 
sentatives who appear before com- 
mittees armed with accurate in- 
formation to support their conten- 
tions. 

Long-range objectives of the 
foundation include research on 
economic factors, problems and 
trends affecting ‘the industry, ad- 
vising members of the industry 
on taking cooperative action to 
meet such problems, and organiza- 
tion of such cooperative material 
for most effective use. 


a The association also has broad- 
ened its advisory services to re- 
tailers on the creation of intelli- 
gent displays, store moderniza- 
tion, lease arrangements and prof- 
itable credit operations. The latest 
addition to the services is a hard- 
hitting program for fashion jew- 
elry promotion. 

Among the new items exhibited 
at the show were two portable 
typewriters, one made by Reming- 
ton-Rand and the other by Royal 
Typewriter Co. Both companies 
have found jewelry stores an im- 
portant outlet for their products, 
especially credit stores, and at- 
tracted a good deal of interest at 
the show. 

Remington’s new portable, prod- 
uct of seven years’ research on a 
$2,000,000 budget, has a full-size 
roller, keys molded to finger con- 
formation, a keyset tabulator, sim- 
plified ribbon changer and a bas- 
ket shift eliminating the need for 
up-down carriage action when 
typing capital letters. In addition, 
it is completely restyled. 


e The portable, which retails at 
$79.50, will be announced with a 
full-page ad in the Aug. 20 Look. 
Other copy, scheduled to run 
through the Christmas buying sea- 
son by Leeford Advertising Agen- 
cy, New York, will be carried in 
National Geographic Magazine, 
Parade, The Saturday Evening 
Post, and This Week Magazine. 

In addition, Remington will of- 
fer dealers a complete promotion 
kit during the first week of Aug- 
ust, with mats, stuffers, display 
cards and radio spot announce- 
ments. 

Royal, which announced its 
Gray Magic portable ($79.50 and 
$89.50) in the June 8 Life, will 
swing into action on a larger scale 
with a back-to-school theme in 
late August and early September, 
using black-and-white pages in 
Life, The New Yorker, The Satur- 
day Evening Post and Scholastic, 
through Young & Rubicam, New 
York. 

The machine boasts “finger-flow” 

keys, an office typewriter key- 
board, a speed spacer and the 
“magic: margin,” in addition to 
such features as an automatic pa- 
per lock and a line finder. 


a W. A. Sheaffer Pen Co. played 
up its new Touchdown pen at the 
show. Announcement ad of the 
pneumatic pen, which can be 
filled with one downward stroke 
of the filler, ran in the July 19 
Life. 

The pen was first introduced 
to dealers in January, and the in- 
tervening time has been spent in 
perfecting distribution. The Aug. 
28 issue of Puck—the Comic Week- 
ly will carry a full-color back 
cover devoted to the pen, and the 
back-to-school drive will continue 
this fall in Better Homes & Gar- 
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ALL FOWLED UP—Will Ross, Inc., distributor of hospital supplies, tells an institutional 
story about a doctor who van a hospital and also raised turkeys, while Armour 
features Cloverbloom frying chickens for the hospital market. By accident, the two 


ads face each other in the 


July Hospital Management. 


dens, Collier’s, Farm Journal, Life 
and The Saturday Evening Post, 
through Russel M. Seeds Co., Chi- 
cago. 

About 30 other publications in 
the men’s and women’s fiction 
groups also will carry insertions 
describing the pen, which retails 
from $10 up. Newspapers in major 
markets will be used for the Aug- 
ust-September campaign, and deal- 
ers will be supplied with mats, ra- 
dio spots and point-of-sale ma- 
terial. ' 

Parker Pen Co.’s exhibit at the 
show featured its new Aero-Metric 
“51” with one moving part, visible 
ink supply, five-layer insulation, 
ink-flow governor and “pli-glass” 
reservoir. 


a The company tested newspapers 
in Milwaukee about two months 
ago as an announcement medium, 
and will use newspapers in ma- 
jor markets during mid-August 
and the first week of September. 
Eight hundred line copy’ will be 
used, and dealer tie-ins are being 
completed at the present time. 

Also on the fall back-to-school 
schedule are American Magazine, 
The American Weekly, Cosmopoli- 
tan, Esquire, Fortune, Life, Na- 
tional Geographic Magazine, News- 
week, Redbook, The Saturday Eve- 
ning Post, This Week Magazine 
and Time. 

The magazine copy, placed by J. 
Walter Thompson Co., Chicago, 
features the Parker “51”. and the 
newspaper insertions feature the 
“51” and the “21” pens and Quink 
and Superchrome inks. 

Parker’s exhibit also contained 
new display cases for pen and pen- 
cil sets, with each set mounted on 
a velvet background and dis- 
played as jewelry. A new item in 
the case, the “51” Flighter, is made 
of stainless steel, contains no gold 
and therefore is not subject to the 
excise tax. The company displayed 
it to get dealer reaction, and may 
market the product around Christ- 
mas if it is satisfied that an ade- 
quate demand exists. 


MEN’S JEWELRY SALES 
TO RISE 20%: HICKOK 


Rocuester, N. Y.—A sales in- 
crease of 20% this fall in men’s 
jewelry and belt buckles was pre- 
dicted by Ray Hickok, president 
of the Hickok Mfg. Co., on the 
eve of the opening of the com- 
pany’s first national sales meeting 
here which will bring together 103 
field representatives and about 100 
members of the headquarters staff. 

Mr. Hickok said that sales of 
wallets, suspenders, garters and 
similar items are likely to be about 
the same for the last half of this 
year as they were in the compar- 
able period a year ago. He said 
that he believes unit sales will 
be higher but that dollar volume 
“might be slightly less.” 

The company plans to introduce 
a new profile initial buckle this 


fall, Mr. Hickok said, with its 
usual trade paper advertising in 
September which will be followed 
in October with full-page, four- 
color ads in Collier’s, Esquire, Life, 
Look and The Saturday Evening 
Post. Ads will run through the 
holiday season. 

In addition, dealers will be sup- 
plied with newspaper ad mats, 
film slides, recordings for local 
radio stations, direct mail matter 
and display material. Kaster, Far- 
rell, Chesley & Clifford, New York, 
handles the account. 


‘Business Week’ Ups 
Rates; Circulation 
Reaches 200,000 


New YorK—A 14.2% increase 
in weekly circulation and a read- 
justment of advertising rates will 
be made effective April 1, 1950, by 
Business Week, H. C. Sturm, ad- 
vertising manager of the paper, 
told AA last week. This is the first 
rate increase made by Business 
Week in three years. 

The McGraw-Hill paper’s pres- 
ent guaranteed weekly circulation 
is 175,000, which will be increased 
with the first issue next April to 
200,000 guaranteed copies. 

The present advertising rate for 
a one-time single b&w page is 
$1,575, which will be increased in 
April next year to $1,800. Other 
rates will be adjusted proportion- 
ately. 


Canadian Ace Undecided 
on Appeal in Spots Case 


A spokesman for Canadian Ace 
Brewing Co., Chicago, told AA 
last week the company has not yet 
decided whether to appeal from 
the recent decision of the federal 
court in Chicago under which a 
fine of $4,900 was assessed against 
the brewer for violating a Federal 
Trade Commission cease ‘and de- 
sist order. 

The FTC complained that on 147 
occasions Canadian Ace spot an- 
nouncements failed to indicate that 
the beer and ale advertised are 
a in the U.S. (AA, Sept. 20, 


Noble-Dury Names Brandon 


N. W. Brandon, formerly as- 
sistant to the president and radio 
director of Nachman-Rhodes, Au- 
gusta, Ga., agency, has been ap- 
pointed executive director of cre- 
ative plans and copy of Noble- 
Dury & Associates, Nashville, Tenn. 
He also will be a member of the 
plans board and serve as an ac- 
count executive. 


Monk Names Production Men 


J. B. Pickering, who joined 
Howard H. Monk & Associates, 
Rockford, Ill., agency in 1938, 
has been appointed traffic and 
production manager. Lloyd Bills, 
formerly in the advertising depart- 
ment of American Cabinet Hard- 
ware Co., has joined the Monk 
production department. 


J. H. Appel Dies; 
Served Wanamaker 


New YorkK—Joseph H. Appel, 
76, who went from newspaper 
work to advertising head of John 
Wanamaker, New York depart- 
ment store, died of a cerebral hem- 
orrhage July 26 while putting on 
a golf green at Pocono Manor, Pa. 

Joining the fourth estate to get 
“more action” after preparing for 
a law career, Mr. Appel conceived 
of news treatment for advertising 
while on the editorial staff of the 
Philadelphia Times in 1899. He 
sold the idea to the late John 
Wanamaker and became advertis- 
ing manager of the store in 1901. 

In 1911 Mr. Appel came to New 
York as executive assistant to the 
late Rodman Wanamaker, and was 
promoted to executive manager 
of the New York store in 1934. Re- 
tiring in 1936, he continued as a 
director until 1940. 


JAMES CASSELL 


PORTLAND, OrE.—James Henry 
Cassell, 62, founder and editor of 
Automotive News of the Pacific 
Northwest, died at Good Samaritan 
hospital July 25 after a long ill- 


ness. He founded the Automotive | 


News in 1919 and edited it until 
his death. 


ALICE E. WELTY 


New YorK—Alice Everhard Wel- 
ty, New York advertising woman, 
died July 25 at the home of her 
parents in Yonkers. She had been 
an author and director of educa- 
tional film productions for various 
organizations. 


JOHN H. CROSS 


PHILADELPHIA—John H. Cross, 
74, former head of the old J. H. 
Cross Advertising Agency, died 
at his home in Germantown on 
July 25. 


THOMAS L. RYAN 


St. Louis—Thomas L. Ryan, 60, 
former general manager of the 
St. Louis Star-Times, died of heart 
disease here July 26 after an 18- 
month illness. 

Mr. Ryan started to work for the 
Star-Times in 1910, resigning in 
1935 to join the Missouri Agri- 
cultural Publishing Co. Two years 
ago he opened his own advertis- 
ing agency. 


MAURICE ROTHSCHILD 


Cxuicaco—Maurice L. Rothschild, 
chairman of the board of Albert 
Pick Co., hotel supplies organiza- 
tion, died here July 23 after a 
short illness. He was 81. 

Mr. Rothschild was best known 
to admen here as president for 
nearly a quarter century of the 
Off-the-Street Club, an organiza- 
tion to help slum-area children, for 
which the Chicago Federated Ad- 
vertising Club holds its annual 
fund-raising Christmas party. 

Mr. Rothschild, a cousin of the 
late Maurice Rothschild, depart- 
ment store owner, became pres- 
ident of the Off-the-Street Club 
in 1925 when he was chairman of 
the House Wrecking Co., now Har- 
ris Brothers Co. He joined Albert 
Pick Co. in 1932. 


PETER J. CAREY 


CHATHAM, N. J.—Peter J. Carey, 
87, founder and president of Peter 
J. Carey & Sons, magazine printer, 
died here July 20. He had been in 
the printing and lithographing bus- 
iness for more than half a century 
when he retired several years ago. 


EDWARD J. BURNELL 


Cuicaco—Edward J. Burnell, 61, 
vice-president, general sales man- 
ager and director of Link-Belt 
Co., died July 22 at his home in 
Winnetka, following a lengthy ill- 
ness. He had served with the com- 
pany since 1911. 
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Allied Van Names McCann 


Allied Van Lines, Chicago, long- 
‘distance moving organization, has 
shifted its account from Geo. F. 
Hartman Co. to McCann-Erickson. 
Allied, which has been advertis- 
ing in Good Housekeeping, Life 
and Traffic World, probably will 
increase its budget for °49-’50. It 
will use direct mail and trade and 
consumer publications to stress its 
No. 1 position as a household goods 
mover nationally and to promote 
its 511 member agents’ superiority 
in their local markets. 


Teters Appoints Moore 


William H. Moore, formerly 
with the tourist bureau of the 
Louisiana State Department of 
Commerce and Industry, has been 
named an account executive of 
William G. Teters, Advertising, 
Baton Rouge, La. The agency has 
moved its offices to 621 Laurel St. 
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70% of Students 
Buy by Brand, 
BNF Study Finds 


New YorkK—High school and 
college students rely on manufac- 
turers’ brand names to guide them 
in approximately seven out of ten 
of their purchases, according to a 
survey made for Brand Names 
Foundation by the Student Mar- 
keting Institute during the schvol 
semester ended in June. 

The findings are based on re- 
plies to 61,389 inquiries concern- 
ing the purchase of 86 products. 
Inquiries were answered by 1,895 
students in 44 high schools, col- 
‘eges and universities situated in 
all parts of the country. 

Examining the total number of 
buying attitudes recorded, it was 
learned that 34.2% of purchases 
are made on specific brand de- 
mand, and 35.1% are guided by 
a willingness to accept one of sev- 
eral well-known brands, making 
a total of 69.3% listed as brand- 
influenced. Store reputation and 
recommendation were reported to 
be the primary guide in 19.1% 
of purchases. 


es Brand choice was_ reported 
slightly stronger among girls than 
among boys. Girls made 38.4% 
of their purchases with one 
specific brand in mind, while 
32.8% of their purchases reflected 
a willingness to accept any one of 
several brands. Insistence on one 
brand dominated 31.6% of the 
boys’ purchases, while _ several 
well-known brands were accept- 
able in 36.6% of the cases re- 


ported. 
Dealer suggestions influenced 
21% of the girls’ and women’s 


purchases and 17.9% of the boys’ 
and young men’s. Store conven- 
ience was a slightly more impor- 
tant factor in masculine shopping 
than it was among girls and wo- 
men, 13.9% of the former being 
influenced by this factor as com- 
pared with 7.8% of the latter. 

The survey indicates that the 
influence of brands is somewhat 
less among students of college age 
than it is among the high school 
age group. The tabulations show 
that 72.3% of purchases made by 
students in the 14-17 year age 
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group are governed by brand loy- 
alties as contrasted with 66.1% 
for students 18 years of age and 
over. 


ws Officials of the foundation at- 
tribute this in part to the en- 
couragement of healthy skepticism 
in college teachings. Other sur- 
veys of adult buying practice, it 
was pointed out, that have been 
made by the BNF in recent years, 
reflected an upward trend of brand 
influence in post-school groups. 

Among the boys, the demand for 
specific brands was greatest in 
the buying of hair tonic and ra- 
zor blades, while among girls the 
demand was greatest in the pur- 
chase of deodorant and lipstick. 
For both sexes in high schools and 
colleges, the preference for manu- 
facturers’ brands was the major 
influence in the buying of candy, 
gasoline, sporting goods and musi- 
cal instruments. 

The survey indicates that brand 
manufacturers have large oppor- 
tunities for expansion of brand 
knowledge in the jewelry field 
(with the exception of watches); 
in feminine wear (hats, dresses, 
coats, blouses and scarves); and in 
masculine apparel (neckties, socks, 
underwear and suits). 

The student buying market for 
the individual items in these prod- 
uct groups, it is pointed out, may 
be much larger than is sometimes 
assumed. Statistics brought to- 
gether by this survey are still be- 
ing tabulated, it is said, and fur- 
ther details will be released as the 
data is analyzed. 


HILL OF STERLING DRUG 
ELECTED TO BNF BOARD 

New York—James Hill Jr., 
chairman of the board and pres- 
ident of Sterling Drug, has been 
elected to the board of directors 
of Brand Names Foundation to fill 
the unexpired term of the late 
Edward S. Rogers, former chair- 
man of Sterling Drug. 

Mr. Hill has been president of 
the drug firm since 1941. He 
joined the company in 1929 as a 
tax accountant, and was succes- 
sively comptroller and treasurer. 
In May of this year he was elected 
chairman of the board to succeed 
Mr. Rogers. 


‘Detroit News’ Names 
Merrill Vice-President 


D. R. Merrill has been elected 
vice-president of the Detroit News 


and will continue as general man- 
ager of the news- 
paper and of Sta- 
tion WWJ. As 
vice-president, 
Mr. Merrill suc- 
ceeds Herbert 
Ponting, who has 
retired because of 
poor health. Mr. 
Ponting had been 
with the newspa- 
per for 53 years. 

James C. Mont- 
gomery, business 
manager, has 
been promoted to assistant general 
manager. Edwin K. Wheeler will 
replace Mr. Montgomery as busi- 
ness manager. 


D. R. Merrill 


Masland Uses Direct Mail 


A direct mail campaign, con- 
sisting of a folder showing how 
Masland Duraleather Co.’s na- 
tional advertising of its Duran all- 
plastic upholstery fabric builds 
customer recognition, has been 
launched among furniture manu- 
facturers, upholsterers and retail- 
ers throughout the nation. Fox & 
MacKenzie, Philadelphia, is the 
agenty. 


Cellucotton Ups Bennett 


Richard M. Bennett, merchan- 
dising manager of drug, depart- 
ment store and syndicate store 
business, has been appointed as- 
sistant general sales manager of 
International Cellucotton Products 
Co., Chicago. He joined the com- 
pany a few years ago as sales pro- 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Retail sales for 
the week ended July 16 were down 
10% from the dollar volume a 
year ago, but the total sales in the 
country turned upward from the 
early July low reached in preced- 
ing weeks this year. 

The latest report includes up-to- 
date figures on sales in the Min- 
neapolis district for the first time. 
Stores in the ninth district have 
agreed to release data weekly to 
the reserve bank, and additional 


DEPARTMENT x 


SALES INDEX — 


1935-39 EQUALS 100 


Week to July 16, ’49*.p212 
Week to July 9, ’49*..202 
Week to July 2, ’49*..237 
Week to July 17, ’48*.236 
Week to July 10, ’48*.217 
Week to July 3, °48*..265 


pPreliminary. 
*Not adjusted seasonally. 


stores are now included. Only 
monthly reports hitherto were 
available from this district. 

Every district reporting to the 
Federal Reserve Board reported 
losses on the year-to-year com- 
parison with the exception of the 
Richmond area, which was up 
from last year for the second suc- 
cessive week. Only Washington 
and Fort Worth, among the cities, 
registered gains from last year. 

St. Joseph was the city record- 
ing the largest loss from the same 
week a year ago, with sales off 
21%. Most of the cities and dis- 
tricts had losses that paralleled 
the national average. 


% Change from 1948 
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Federal Reserve July July July 
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Goodrich Gives Chains Price 
Advantage, FTC Charges 


The Federal Trade Commission 
charged Tuesday that B. F. Good- 
rich Co. gives an unlawful price 
advantage to mail order houses 
and national chains buying unad- 
vertised brands of rubber and can- 
vas footwear. The charge applies 
to footwear of like grade and qual- 
ity to the company’s Hood and 
Goodrich brands sold to other re- 
tailers. 

According to the complaint, 
Goodrich sells its unadvertised 
Shawmut brand to “national ac- 
counts” at greater discounts than 
it sells its other brands. 


Electric Company Names 4 

Howard J. Varley, sales man- 
ager of the appliance division, Ar- 
row-Hart & Hegeman Electric Co., 
Hartford, has been appointed as- 
sistant director of sales for the 
entire company. Gordon Britt, in 
the advertising department, has 
been named to succeed Mr. Varley 
as sales manager. Charles H. Tut- 
tle has been appointed sales man- 
ager of the industrial control divi- 
sion, and John C, Ellis has been 
named assistant sales manager of 
the division. 


motion manager. 
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‘Harper's’ Forms 
Panel to Provide 
(Continuing Research 


New YorK—Harper’s Magazine 
tas formed a leadership panel to 
; rovide continuing research among 
sibseribers for answers to im- 
portant social, economic and po- 
| tical questions. The project will 
be conducted by International 
Public Opinion Research, Inc. 

An advisory board of educators, 
public relations counselors and 
editors will assist Harper’s in 
determining the range of ques- 
tions and topics on which opinions 
will be sought. First topic covered 
will be public education in Amer- 
ica today. The board will examine 
the degree and kind of individual 
participation in educational prob- 
lems of readers’ own communities. 


s David Frederick, general man- 
ager of the magazine, told AA: 
“The value of these studies to 
advertisers and public relations 
people is that the panel results 
will not be confined to certain 
occupational or income groups. A 
continuous profile of the opinions 
of the people who make opinion 
will emerge.” 

Composed of 1,000 subscribers, 
the panel will represent an ac- 
curate cross section of the Har- 
per’s audience. Polls will be 
taken four times a year. Pre- 
testing of the techniques being 
used has shown an exceptionally 
high volume of response from 
readers invited to serve on the 
panel, it is said. 

Results of the first study will 
be available about Sept. 1. 


FCC Sets Hearing 
on Richards Setup 


WAasHINGTON—The Federal Com- 
munications Commission an- 
nounced Tuesday that it will hold 
a hearing on a plan to turn voting 
control of G. A. Richards’ stations 
in Detrcit, Clevcland and Los 
Angeles over to a voting trust. 

The plan was submitted to FCC 
March 17 after the commission 
ordered an investigation to deter- 
mine whether Richards’ stations 
were programmed in a manner 
favorable to his “private political, 
social and economic views.” 

A hearing was to be held on this 
issue March 23, w.:en Mr. Rich- 
ards announced that he was pre- 
pared to retire from active direc- 
tion of the stations. He said his 
health did not permit continued 
activity, or participation in the 
impending proceeding. 

Three trustees named by Mr. 
Richards are to exercise votirg 
control over the stations—WGAR, 
Cleveland, WJR, Detroit, and 
KMPC, Los Angeles. In ordering 
1 hearing, FCC said Tuesday it 
wants to know, among other 
things, the extent of control, if 
iny, Mr. Richards retains. 


Standard Oil Will Sponsor 
Football Games Over AM, TV 


Standard Oil Co. (Indiana), Chi- 
ago, will sponsor the home foot- 
all games of the University of 
Ainnesota over KSTP-TV, Min- 
eapolis, this fall. 

The company also is sponsoring 
the radio broadcasts of all regular- 
‘eason football games of the Uni- 

ersities of Colorado, Iowa, Mich- 
gan, Minnesota, Nebraska and 
Vichita and of the Chicago Bears. 


iMcGillvra Appoints Gay 


Rex Gay Jr., formerly with 
‘ransradio Press Service, has been 
amed manager of the midwest- 
rn sales office of Joseph Hershey 
AIcGillvra, Inc., radio station rep- 
esentative, in Chicago. 


Nestern Radio Moves 


Western Radio Advertising, Inc., 
1as moved its San Francisco of- 
ice to 79 Post St. 


GF Signs Meredith Willson 


Meredith Willson, who has been 
sponsored sporadically on radio 
by General Foods Corp., started 
working for Jell-O on television 
July 31. He and his orchestra will 
be assisted by guest stars on the 
program, which replaces “Author 
Meets the Critics” (NBC). Young 
& Rubicam is the agency. 


Appoints French Agency 

Oakleigh R. French & Associates, 
St. Louis, has been named to han- 
dle the advertising of Lincoln En- 
gineering Co., St. Louis. Business 
papers, direct mail, catalogs and 
merchandising helps for the auto- 
motive and industrial markets will 
be used. 


Appoints West-Marquis 

West-Marquis, San Francisco, 
has been named to handle the ad- 
vertising of Mark Farmer Mfg. 
Co., Pinole, Cal., manufacturer of 
ceramics. A consumer magazine 
campaign is planned. 


Whitney to Join Don Lee 


George Whitney has resigned as 
manager of the Los Angeles of- 
fice of Harrington, Whitney & 
Hurst to become general sales 
manager of the Don Lee Broad- 
casting System, effective Aug. 15. 
Greacen Mitchell has been named 
to succeed Mr. Whitney as the 
agency’s Los Angeles manager. 


McGraw-Hill Names Mangold 

McGraw-Hill Publishing Co., 
New York, has appointed Anton 
J. Mangold sales service manager 
of the catalog service division. For 
three years he has been manager 
of advertising service for Science 
Illustrated and was fommerly ad- 
vertising manager of Popular 
Mechanics. 


Arnold Joins Donnelley 
Frederick W. Arnold, formerly 
with Facts & Figures, Inc., has 
joined the New England staff of 
the merchandising division of Reu- 
ben H. Donnelley Corp., Boston. 


Superka Appointed A. M. 


Mrs. Kay Rowell Superka, adver- 
tising manager of Marshall Field 
& Co., Chicago, until her retire- 
ment a year ago, has been named 
advertising manager of Sommer 
& Kaufman shoe stores, San Fran- 
cisco. 
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Rippey Appoints Ellis 


Gene Ellis has been named 
senior illustrator of Arthur G. 
Rippey & Co., Denver. He was 
formerly with Meyer Both Co., 
Thomas A. Schutz Advertising 
Display Co. and Douglas Aircraft 
Co. 
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“The boss used to complain that our letters 
always looked messy, and that I never got 
them done on time. Then, one day I told 
him that where I worked before, we used 
Hammermill Bond...and never had any 
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Bond, our letters have new cleanness and 
sparkle. This fine, snow-white paper takes 
quick, clean erasures— no retyping a whole 
letter for one little mistake —so I finish my 
work on time. The boss was so pleased he 
promised me a raise for being such an effi- 
cient secretary... 


and he really kept 


Your typists also will turn out clean, neat finished work on the firm, glare-free surface of oe 
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sheets and sample book. 


1459 East Lake Road, Erie, Pennsylvania 
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Philco, Zenith 
Introduce New 
TV Set Models 


(Continued from Page 1) 
weekend, with full-page ads in 
about 135 cities, plus pages in The 
American Weekly and This Week 
Magazine. 

While Mr. Carmine did not dis- 
cuss the budget, the company re- 
portedly may exceed its last year’s 
$20,000,000 advertising expendi- 
tures for all products. 

Advertising in the company’s 
magazine list of nine publications 
will be expanded, although Phil- 
co’s “Breakfast Club,” with Don 
McNeil (9:45-10 a.m., EDT, Mon- 
day through Friday) will remain 
as the only network radio show. 

Bing Crosby, who sold Philco 
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McLEAN COUNTY— Annual 
sales: Food $18,069,000; 
> general merchandise : 
" $7,165,000; drug 
$1,948,000.* 


*Copr. 1949. Sales Management 


Survey of Buying Power; further 
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radios and refrigerators over ABC 
for several years, will move to the 
Columbia Broadcasting System for 
Chesterfield cigarets in the fall. 
Crosby and Philco split, Mr. Car- 
mine declared, because “we wanted 
to get in and push television and 
Bing, who wants to stay out in 
Hollywood, isn’t quite ready to get 
in yet.” 


® Philco will continue its hour- 
long “Playhouse” on all available 
television stations of the NBC video 
net (it returned to the air a few 
weeks ago). Talent costs for the 
Sunday evening feature run $20,- 
000 weekly. 

In addition, the company will 
sponsor a fall football schedule, 
and will step up its dealer coopera- 
tive advertising, using newspapers, 
radio and television. Philco Corp. 
has seven transcribed package ra- 
dio shows available for local spon- 
sorship. 

Copy and commercials during 
the fall drive will feature the en- 
tire line of TV sets, including a 
7” table model for $199.95, and 
a 61 square inch table receiver for 
about $250. A comparable 1948 
model, with a 52 square inch pic- 
ture, sold for $349, plus installa- 
tion costs. 

Geared to make from 17,000 to 
20,000 TV receivers weekly, “if 
the sales organization can use that 
many,” Philco will cut its radio 
output from the 2,000,000 it pro- 
duced last year to 1,500,000. Most 
of the television sets will be in 
the 97 square inch category, with 
list prices of from $300 to $500. 


w The fall advertising drive also 
will push the new line of 28 ra- 
dio and phonograph models, which 
were introduced to dealers in New 
York last week. One of the first 
manufacturers to equip its sets to 
play Columbia’s 334% rpm. rec- 
ords, the company also has in- 
stalled an automatic changer in 
the new line to handle all record 
speeds. 

As an additional portion of its 
promotion, Philco has introduced 
a replica of a miniature table 
television receiver, carrying the 
Philco name, for the small-fry 
market. 

The toy, which contains a film 
strip of illuminated pictures and 
an ultra-modern bank, is manu- 
factured by Precision Specialties, 
Hollywood, and will be sold in de- 
partment, toy, variety and drug 
stores for $1.49. 

Dealers will be able to use the 
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550 KC 5000 WATTS 
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comes in loud and clear in a larger area 


than any other station in the U.S. A.* 


*ASK ANY JOHN BLAIR MAN TO PROVE IT 


merchandising gimmick as they 
see fit. Philco executives suggested, 
however, that children might be 
encouraged to save dimes and 
nickels for a down payment on a 
real television set. The toy, if filled 
and taken to a dealer, will give 
the buyer credit both for the con- 
tents and the price of the bank 
itself—and the customer’s child 
gets to keep the bank to collect 
more coins. 


gw Zenith’s new “black” cathode 
ray tube, introduced to the Chi- 
cago area via a full page ad in 
yesterday’s (July 31) Chicago 
Tribune, will be presented in other 
video markets as fast as produc- 
tion permits. Additional newspa- 
per insertions in all markets will 
tell Zenith purchasers how they 
can secure the new tubes for old 
sets at a $10 discount. 

Zenith’s 11 new models will in- 
corporate tuning of the present 
12 channels and, in addition, con- 
tain a provision for using the 42 
new VHF channels which the Fed- 
eral Communications Commission 
plans to open. ‘ 

Stockholders present at the meet- 
ing where Zenith’s plans were an- 
nounced okayed the contract be- 
tween the company and Television 
Entertainment Corp., an independ- 
ent organization, giving Teco ex- 
clusive rights to the promotion of 
Phonevision broadcasting. 


ws Teco will act as booking agent 
for the pay-as-you-see system, and 
provide entertainment for stations 
and networks participating in the 
Phonevision system. Teco, which 
is still in the formative stage, also 
will function as a coordinating 
agency for Phonevision and the 
telephone companies, if and when 
they approve the system, as well as 
for motion picture producers, 
sports promoters and other enter- 
tainment producers. 

Zenith retains rights to manu- 
facture and licensing of Phone- 
vision equipment and receivers. 

In addition, Commander Mc- 
Donald showed the. assembled 
stockholders the first production 
model of the company’s Miniature 
hearing aid, to be retailed at $75. 
It will be introduced to the public 
later this month. Advertising for 
the Miniature has not been set. 


PHILCO DEALERS SEE 
RCA VICTOR TV COPY 

New YorK—As Philco Corp.’s 
dealers gathered here last week 
for the annual fall meeting, the 
most eye-catching television ad 
in the local newspapers was a 
spread in the New York Times, 
plugging a combination offer of 
a 52 square inch RCA table model 
set ($269.50) and a picture en- 
larger ($36.95) for the price of 
the set alone. 

Placed by Bruno, New York 
metropolitan distributor for RCA, 
through the Arnold Cohan Corp., 
the copy invited readers to come 
in for a demonstration. 


MAGNAVOX TO SPEND 
$750,000 ON TV PUSH 

New YorK—Magnavox Co., 
which last week unveiled its new 
line of television receivers for the 
press, is. planning to spend be- 
tween $750,000 and $1,000,000 on 
advertising during the fall-winter 
season. 

Introductory copy for the new 
TV line already has broken in 
magazines. Featured are several 
“expanded” 16” models afferding 
a 150 square inch picture; the Con- 
stellation, a table model receiver 
at $399.50, and two consoles priced 
at $495. 

The magazine promotion will be 
supplemented by dealer co-op ad- 
vertisements in newspapers as soon 
as the new models are in stock. 

Co-op plans also call for the 
utilization of radio and television. 
Under consideration by Magnavox 
and its agency, Maxon, Inc., is a 
series of film spots to be made 
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available to dealers for use on TV 
stations. 


s The company has successfully 
promoted French Provincial and 
other add-a-television combina- 
tions (radio phonographs with 
room for a later purchase of tele- 
vision), particularly in areas not 
yet covered by TV but which will 
be soon. 

Among these is the three-way 
Embassy, with an “expanded” 
12%” screen, which will retail 
for $550 without TV and for $895 
with video. 


RCA ANNIVERSARY TV 
SET INTRODUCED TODAY 


CAMDEN, N. J.—RCA Victor to- 
day (Aug. 1) will enter the be- 
low-$200 classification in television 
receivers by introducing a “special 
anniversary model” at $199.95 to 
mark the tenth anniversary of 
commercial television. The com- 
pany will use large newspaper 
space in all major markets. 

An extensive promotional cam- 
paign on the new model will in- 
clude a series of full-color maga- 
zine pages. This campaign will 
break on Aug. 17 in Collier’s, to 
be followed by pages in Life and 
The Saturday Evening Post. The 
new set also will be featured on 
RCA Victor’s television show, 
“Kukla, Fran & Ollie,” which is re- 
turning to the NBC television net- 
work on Aug. 8. 


MECK WILL INTRODUCE 
LOW PRICE TV SETS 


PLyMourtH, INpD.—John Meck In- 
dustries here, having completed a 
conveyor belt television set as- 
sembly line, is introducing a new 
line of low-price video receivers. 

The company is marketing a 16” 
model at $279 retail, a 12” re- 
ceiver at $219, and a 10” set 
at $179. In addition, the company 
is producing a 16” consolette for 
$299 and a 12” consolette at $249. 

Meck Industries has tentative 
plans for a newspaper and trade 
publication campaign on the new 
models, but has not yet completed 
final details. 


Borg-Warner Promotes 
Norge Division Executives 


Howard E. Blood, president and 
general manager of the Norge di- 
vision and president of the Detroit 
Gear division of Borg-Warner 
Corp., Detroit, has been made 
chairman of the board of Norge 
and will continue as president of 
Detroit Gear. Mr. Blood is a vice- 
president of Borg-Warner. 

George P. F. Smith, a Borg- 
Warner vice-president and assist- 
ant to G. A. Shallberg, Borg-War- 
ner executive vice-president in 
Chicago, has been named to suc- 
ceed Mr. Blood as president and 
general manager of Norge. John A. 
Underwood has been appointed to 
the newly created position of vice- 
president in charge of sales of 
Norge. H. L. Clary will continue as 
director of sales. 


Rodlun Moves Oftices 


Troy M. Rodlun, advertising 
consultant, has moved his offices 
from the Chandler building to 
the Marsh building, 1832 M St., 
N. W., Washington 6, D. C. 


Farm Ad Revenue 
Up 6.1% During 
First 6 Months. 


(Continued from Page 1) 
of 1949, as compared with last 
year. 4 
Major classifications included: 
Six Months Six Month: 
1949 1948 


Agriculture, equipment, 


machinery, etc. $6,759,973 $6,205,740 
Automotive 4,828,149 4,362,54¢ 
Food, food products 1,960,806 1,748,376 
Building materials, 

equipment, fixtures 1,924,961 1,879,09¢ 
Household equipment, 

supplies 1,815,456 1,797,434 
Gas, oil, fuels 1,138,054 1,007,494 


a Comparative advertising re- 


venues of all the publications 
measured were given as follows: 
Jan-June Jan-June 
1949 1948 
Cappers’ Farmer $1,486,960 $1,510,667 
Country Gentleman 4,951,103 4,629, 
Farm Journal 4,410,371 4,187,070 
Successful Farming 1,960,440 1,949,752 
The Progressive Farmer 2,088,339 1,808,995 
Southern Agriculturist 939,31 294 
American Fruit Grower 167,956 183,421 


American Poultry Journal 437,314 449,482 
Better Farming Methods 67,242 59,833 
Breeder's Gazette 101,547 98,2 
Hoard’s Dairyman 407,211 401,905 
Nation’s Agriculture 128,003 121,304 
Poultry Tribune 7,034 546,930 
American Agriculturist 193,455 200,794 
Michigan Farmer 278,011 250,240 
New England Homestead 186,912 159,475 
Ohio Farmer 323,466 294, 
Pennsylvania Farmer 259,572 232,354 
Rural New Yorker 335,700 350,895 
New Jersey Farm and Garden 48,253 * 
Farm & Ranch 315,641 290,033 
Farmer Stockman 260,543 251,353 
Kentucky Farmer 88,099 100,079 
Southern Planter 233,416 246,311 
Dakota Farmer 288,522 257,678 
Kansas Farmer 179,723 189,434 
Missouri Ruralist 143,451 144,891 
Nebraska Farmer 363,920 345,805 
Prairie Farmer 784,801 684,242 
The Farmer 739,676 570,666 
Wallaces’ Farmer and 

Iowa Homestead 716,190 675,898 
Wisconsin Agriculturist 

& Farmer 435,720 371,510 
California Farmer 352,491 348,399 
Arizona Farmer 57,028 54,564 
Colorado Rancher and Farmer 31,560 31,578 
Montana Farmer-Stockman 92,534 80,671 
Utah Farmer 39,570 40,599 
Idaho Farmer 106,104 77,878 
Oregon Farmer 107,750 100, 
Washington Farmer 171,652 162,938 
Western Farm Life 237,676 199,704 

Total $25,044,181 $23,557,027 


*Not measured last year. 


Rogers’ ‘Purchasing News’ 
Publishes First Issue 

Beginning with a July 15 pilot 
issue, Purchasing News, a new 
publication for purchasing men in 
the metalworking industry, is be- 
ing distributed on a controlled cir- 
culation basis to 10,000 purchasing 
executives in 7,100 metalworking 
plants. 

The first issue notes that the 
shift to hand-to-mouth buying has 
cost suppliers approximately 10% 
of their annual volume, and pre- 
sents charts showing how inven- 
tory stock levels have been re- 
duced by about five weeks. Rogers 
Publishing Co., Detroit, publisher 
of Design News, is the publisher 
Additional pilot issues will be dis- 
tributed in September and No- 
vember, and the first regular is- 
sue is scheduled for publication ir 
January, 1950. 


Richkraft Promotes Wroble 
Lester R. Wroble, advertisin: 
manager, has been named assistan 
sales manager of Richkraft Co. 
Chicago, manufacturer and dis- 
tributor of reinforced building pa- 
pers and road curing blankets. 
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Aa Ideal GIFT, PREMIUM OR PRIZE 
HOME & HOBBY KIT 


with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel... handlés are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 


are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent prompily. 


STANDARD PRESSED STEEL co. . 


JENKINTOWN, PA. Box 1000 
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Record Truce Fails; 
Columbia and RCA 
(3o Back to Battle 


New York—Despite dealer pleas 
hat something be done to end 
ihe “confusion” in the record in- 
iustry, Columbia Records, Inc., 
nd RCA Victor last week indi- 
vated they will go their separate 
vays. 

Dealers attending the National 
Association of Llusic Merchants 
convention here had hoped for a 
compromise to end the battle of 
the speeds between RCA’s 45 rpm. 
and Columbia’s 334% rpm. 

In recent weeks the two manu- 
facturers reportedly have been 
meeting to discuss an agreement 
whereby all the major companies 
might make all types of records— 
the two new systems as well as the 
conventional 78 rpm’s. 

Leader of the convention-floor 
movement to unite dealers on a 
program to “tell the manufacturers 
what they need to do” to end the 
confusion was B. B. Chodash, pres- 
ident of the Chicago Record Deal- 
ers’ Association. He said a sur- 
vey of dealers in his area showed 
the 45 rpm. was not being accepted 
while the 334% LP’s were begin- 
ning to catch on. 

When a show of hands as to 
preference for the new record 
types was asked, it looked as 
though most of the dealers were 
in favor of the 3344’s. 

J. B. Elliott, vice-president in 
charge of consumer products, RCA, 
and Edward Wallerstein, presi- 
dent of Columbia Records, both 
insisted their new speeds are be- 
ing well accepted and indicated 
they will promote the discs heavi- 
ly this fall. 


Procter & Gamble 
Seeks Schmoo Name 
in National Contest 


CINCINNATI—Procter & Gamble 
Co. launched a schmoo naming 
contest July 27 to promote sales 
of Duz, Dreft and Ivory soap, with 
ad copy featuring a soap-produc- 
ing schmoo, 

Contestants must use letters 
found in Duz, Dreft or Ivory in 
creating a title for P&G’s unusual 
schmoo—unusual in that the ani- 
mal cares little for butter and eggs 
and the necessities of life, but 
holds soap bubbles close to his 
heart. 

P&G advertising, via Compton 
Advertising, New York, sought Al 
Capp, creator of the “Li’l Abner” 
comic strip, for consultation. Capp 
designed both the display adver- 
tisement which broke last week 
and entry blanks for the contest. 

First prize for naming the soap 
bearing schmoo will be $20,000, 
and there are ten second prizes of 
$1,000 each. Lesser winnings in- 
clude 10 third prizes at $100 and 
1,000 fourth place entries at $10. 
Entries must be accompanied by 
‘wo wrappers of Ivory soap, or a 
0x top of either Duz or Dreft. 

Promotion for the contest, which 
broke in newspapers last week, 
ill lean heavily on radio and 
newspapers. Print schedules in- 
clude 1,000 line ads in 820 news- 
papers and a b&w page in Life. 


Toledo Papers Will Be 
Sold as Single Unit 


Effective Oct. 1, advertising in 
toe Toledo Blade and Times will 
be sold as a single unit at a mini- 
mum rate of 50¢ per line and an 
f.udit Bureau of Circulations net 
taid daily circulation of 231,961. 
lhe milline rate becomes $2.15. 

In addition, the Toledo Blade 
Co. has announced that it will 
fuarantee its general advertising 
rates for six months, in compliance 
vith the request of the Association 
of National Advertisers. The new 
rates are listed on rate card No. 
23. The Times is published morn- 
ings and the Blade on evenings 
end Sundays. 


HE’S SURE—P. Ballantine & Sons has re- 
leased this easel display to retailers for 


use in windows or interiors. It’s litho- 
graphed in full color and available in 
two sizes. 


Schenley Plans 
to Test Various 
Radio Programs 


New York—After confirming 
the fact to AA the week before, 
Seymour D. Hesse, advertising co- 
ordinator for all affiliated com- 
panies of Schenley Industries, Inc., 
announced formally last Thursday 
that Schenley is investigating ra- 
dio and television networks and 
stations as vehicles for promoting 
its various hard liquor brands. 

Mr. Hesse pointed out that 
Schenley may test various types 
of radio and video programs, in- 
cluding newscasts, spot announce- 
ments and musical shows. 

Meanwhile, AA learns that 
Schenley’s chairman, Lewis S. Ro- 
senstiel, has talked with Bob Hope 
about the possibility of putting the 
comedian to work for whiskies at 
a reported $5,000-a-week increase 
in wages. One difficulty with this 
is that Hope’s present contract with 
Lever Bros. Co. still has more 
than five years to run. Batten, Bar- 
ton, Durstine & Osborn, which re- 
cently got Lever’s Swan soap ac- 
count from Young & Rubicam (AA, 
July 18), is now working with 
Hope on his fall show for this 
product. 


a National Distillers has joined 
with the Seagram companies (AA, 
July 25) in refusing to promote 
hard liquor in radio and video. 

Philip J. Kelly, National’s ad- 
vertising director, told AA that he 
does not believe that the networks 
and individual stations would 
accept whisky advertising. He 
stressed the “awkward situation in 
which Schenley is putting the in- 
dustry”—specifically in connec- 
tion with the expected reintroduc- 
tion next January of the Capper 
bill, which would prohibit all hard 
liquor advertising. 

Through its Roma wine affiliate, 
Schenley Industries is now show- 
ing the rooster whisky trademark 
on television, through McCann- 
Erickson. 


Frankfort Appoints Johnson 
Sales Promotion Manager 


Frank Johnson has been named 
sales promotion manager of Frank- 
fort Distilleries Corp., New York. 
He was most 
recently with 
Schenley Distill- 
ers, New York, as 
advertising brand 
manager. Prior to 
that he held sales 
and advertising 
positions with 
Calvert Distillers, 
Vick Chemical 
Co., Duane Jones 
Co., Maxson Food 
Systems, and De- 
vee & Raynolds 
Co. Mr. Johnson will make his 
headquarters in Frankfort’s main 
offices in New York. 


Frank Johnson 


Last Minute News Flashes 


Bargain Buyers to Davis-Harrison-Simmonds 


Los ANGELES—The National Bargain Buyers Club of America, Inc., 
merchandising and distributing organization for marketing mass quan- 
tities of liquidated merchandise direct to consumers, has appointed 
Davis-Harrison-Simmonds, Hollywood, to direct its advertising. The 
budget, set at $100,000, will be used for magazines, television, radio, 


farm publications and direct mail. 


Packer's Runs 2-for-1 Shampoo Offer in Dailies 

Mystic, Conn.—Packer’s Tar Soap, Inc., broke 600-line newspaper 
advertisements in several cities July 28 promoting Packer’s shampoo 
with a two-in-one sale that based copy on the damaging effects of 
sun and water during vacations. Two 60¢ bottles of the olive oil sham- 
poo are being offered for 69¢. Promotion will run through August in 
Baltimore, Chicago, Detroit, New York, Pittsburgh, Los Angeles and 
San Francisco. Ellington & Co., New York, handles the account. 


Bell & Howell Appoints McCann-Erickson 


Cuicaco—Bell & Howell Co., maker of movie cameras and film sup- 
plies, has shifted its account from Henri, Hurst & McDonald to Mc- 


Cann-Erickson. 


WTM]J-TV, WBEN-TV Name Harrington 


New YorK—WTMJ-TV, Milwaukee, and WBEN-TV, Buffaio, have 
appointed Harrington, Righter & Parsons as their advertising repre- 


sentative, effective Aug. 22. 


Esso, International 
Silver, Reynolds 
Prepare TV Shows 


New YorK—Columbia Broad- 
casting System’s television sales- 
men were moving full speed ahead 
last week, despite the heat, lining 
up several new sponsored shows 
for fall. 

Although not announced offi- 
cially, Esso Standard Oil Co., 
through Marschalk & Pratt, is com- 
pleting plans for its first TV pro- 
gram since 1941, when the oil 
firm sponsored the first commer- 
cial news show on television. 

“Tonight on Broadway,” which 
had a short run several months 
ago under the sponsorship of 
Lucky Strike, will be the program. 
The telecast is to be aired Sunday 
evenings. 

International Silver Co., through 
Young & Rubicam, is preparing a 
30-minute dramatic show to be 
telecast on Monday at 8 p. m., EST, 
over CBS. 

When the company canceled the 
“Ozzie and Harriet” program at 
the end of last year’s radio season, 
it announced that the broadcast 
was being dropped because of im- 
pending video plans. 

Starting Oct. 7, R. J. Reynolds 
Tobacco Co. reportedly will start 
a series of half-hour TV mystery 
shows. William Esty Co. is con- 
tracting for the Friday, 8 p.m., 
EDT, time spot. 


Seven Illustrators 
Form New Art Service 


Seven well known illustrators— 
Tom Hall, Francis Chase, Dave 
Mink, Howard Forsberg, Fred 
Steffen, James Lockhart and Bill 
Gregg—formerly with the recently 
dissolved Stephens-Hall-Biondi art 
studio in Chicago, have banded to- 
gether to.work under the banner 
of Verne Smith, Inc., with offices 
at 430 N. Michigan Ave., Chicago. 
Verne Smith and his associates 
will act as sales representative for 
the group. 

In addition to the illustrating 
talent, the new studio will offer 
a complete art service, including 
lettering, illustration and produc- 
tion. This group includes Mel Doss, 
Charles Stanis, Carl Corley, Rob- 
ert Bonfils, Herbert Nowicki, 
Charles Peter, Kenneth Wesa, Leo 
Rich, George Schneider, Betty 
Jones, Armand Christopher and 
Rita Gleason. 


WGKV Names Dietienbach 


Henry V. Diefienbach, radio 
sales executive of Station WCHS, 
has been named general manager 
of Station WGKV, Charleston, W. 
Va. 


Appoints Kirsch Agency 

Harold Kirsch Co., St. Louis, 
has been named to handle the 
advertising of Cahokia Flour Co., 
St. Louis. 


‘Bury the Hatchet,’ 
NAB Independents 
Tell FM, AM and TV 


WASHINGTON—The Unaffiliated 
Stations Executive ‘Committee of 
the National Association of Broad- 
casters last week called on the AM, 
FM and TV segments of- the 
broadcasting industry to bury the 
hatchet and move ahead together 
with “dignity, courage and opti- 
mism. Anything else,” the com- 
mittee declared in its statement, 
“will result in fratricide.” 

The unaffiliated group, during 
its two-day meeting, made ar- 
rangements with Dr. Sydney Ros- 
low, director of the Pulse, Inc., to 
make a special study of radio lis- 
tening outside the home, and it re- 
quested Albert Sindlinger, presi- 
dent of Sindlinger & Co., Philadel- 
phia, and co-inventor of Radox, to 
make a full report on his measure- 
ment system at the unaffiliated 
stations session of the 1950 NAB 
convention. 

In addition, a subcommittee was 
appointed to compile data on na- 
tional foreign language groups for 
use of foreign language stations 
in the U.S., with special attention 
to relative coverage of these lin- 
guistic groups by radio stations 
and the foreign language press. 

The group also voted to launch 
a study of sports broadcasts, a ser- 
ies of public interest announce- 
ments and a series of disc jockey 
continuities for distribution to in- 
dependent stations that are NAB 
members. 


Plan Majestic Oven Drive 


Majestic Mfg. Co., St. Louis, 
and its recently appointed agency, 
Roman Advertising Co., plan an 
intensive dealer merchandising 
campaign this fall to sell the new 
Majestic Dual-Oven Combination 
range. Besides using magazines, 
farm and trade publications, Ma- 
jestic will provide newspaper mats, 
spot announcements and display 
pieces to dealers, much of it in 
connection with offering give- 
aways to bring customers to the 
stores. 


Kain, Harvis Promoted 


Seymour S. Kain, recently 
named head of the planning and 
creative department of Burlin- 
game-Grossman Advertising Agen- 
cy, Chicago, has been promoted 
to general manager. M. A. Har- 
vis, for the past three years ad- 
ministrative director of the agen- 
cy, has been appointed account 
executive. 


To Warner, Schulenburg 


Skascol Corp., St. Louis, has 
named Warner, Schulenburg, Todd 
& Associates to handle the adver- 
tising of its heating and refrigera- 
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First Consumer 
Drive Launched 
by Butler Bros. 


Cuicago—lIts first national con- 
sumer advertising campaign will 
be launched next month by Butler 
Bros., wholesale distributor of va- 
riety goods, with a two-color page 
in the September issue of Amer- 
ican Home. This will be followed 
with a four-color page in the Nov. 
28 issue of Life, and a page in the 
Dec. 6 Look. Reiss Advertising, 
New York, is the agency. 

The launching of a national ad- 
vertising program, still on a some- 
what experimental basis, is re- 
ferred to as a phase of the over- 
all rebuilding program now under 
way within the company. These 
plans are understood to have been 
set up by G. R. Herberger, chair- 
man of the board, shortly after 
he became president of the com- 
pany late in 1947. 

So far this year Butler Bros. 
has opened 16 new retail stores 
and has enlarged three. About 12 
additional stores, it is said, are ex- 
pected to be opened before the 
end of the year. 


s Ad copy will give information 
about the wholesale and retail 
operations of the company. Each 
ad will carry a tie-in with the 
company’s franchised or distribu- 
tor stores; the Ben Franklin group 
for variety goods and the Feder- 
ated group for dry goods, as well 
as the Scott-Burr group and inde- 
pendent retail outlets which Butler 
Bros. serves as a wholesaler. 

Special displays of advertised 
merchandise with blowups of the 
advertisements will be shown in 
Butler’s five distributing centers 
at Chicago, Minneapolis, Dallas, 
St. Louis and Baltimore. Each pro- 
motion will be selected on the 
basis of the sales potential of the 
merchandise. 

The first consumer ad will have 
as its theme the advantages of por- 
celain enamelware. The second 
will offer a toytown comic book 
as a gift from the community re- 
tailer. The third will feature cos- 
metics, leather goods and related 
Christmas merchandise available 
in Butler Bros. stores and affiliates. 

Dealers will be encouraged to 
make liberal use of local news- 
paper advertising. The company is 
considering expansion of its ad- 
vertising to include newspaper ad- 
vertising at the local store level. 
But no decision has been made on 
this matter as yet. 


Belding, Stanton Address 
West Coast Freedom Forum 


Don Belding, chairman of the 
executive committee, Foote, Cone 
&« Belding, and Gilbert L. Stan- 
ton, president, Advertising Asso- 
ciation of the West, were among 
the featured speakers at the third 
Freedom Forum, held at Santa 
aria, Cal., July 11-15. The con- 
ference discussed general economic 
education, economic education in 
the plant, national and community 
programs, and putting Freedom 
forum ideas to work. 

Other speakers at the forum, 
first to be held away from Hard- 
ing College, Searcy, Ark., included 
Dr. George S. Benson, Harding 
College president; Charles H. Fer- 
guson, vice-president and Pacific 
Coast manager, Batten, Barton, 
Durstine & Osborn; Dr. Lawrence 
R. Guild, Department of Manage- 
ment, University of Southern Cal- 
ifornia; William Frake, Swift & 
Co., Chicago; Ivan L. Willis, In- 
ternational Harvester Co.; Millard 
C. Faught, New York management 
counsel; David Taylor, publicity 
director of the Freedom Founda- 
tion; Ken Wells of the Joint Com- 
mittee of the Four A’s and the 
Association of National Advertis- 


tion chemicals. Trade publications|ers; and Charles Collier of the 
and direct mail will be used. AAW. 


Ese i Bae: oe Beir, ae cade er yee i co, a Ra angen 5 Lg Sere Se = tern oo Ags 2 SE : : Ae eee yo ee ee 
Bias: jee : te wis We ee a ee. 7. re coi ao ae ee bite: ae ie 3 ere Pi af * gunuepg. wee os eee 
ee ; ee. as: ae ee ae i ae.” Lee: st ee ee a eg RW ea ae eae Sey : app ee ae = . 5 ee Se: ‘ans ga . ag Gee a oo oa e ee a Be oan hess iss ee oe Te ae 
1, 1949 | a 
nue ee 
y Ep 
OD BALLANTINE 
ig 2a. ae QD) seen 
‘e: ema = 
Re aw Pp ae | 
: es ey ie 
_ | aq 
es ‘ “ j > 
“Y 4 f ae >. 
Mare e 
4. ? ee a 
eee 5 = " AG i Ge > 
$6,205, 74( , Se — 4 | 
4, 362,54° | =—rnu a @ | 
1,748,37¢ | 
= a 
Zs | CCCs | 
| 
ES 
7 | 
$1,510,667 
4,629,360 
4,187,070 
1,949,752 ee 
1,808,995 a E 
888,294 
183,421 
449,482 
59,833 
98,228 
401,905 
121,304 
546,930 
200,794 
250,240 
159,475 
294,489 
232,354 , 
350,895 
290,033 
251,353 
100,079 
246,311 
257,678 
189,434 
144,891 
345,805 
684,242 
570,666 
zz 
371,510 
348,399 
54,564 
31,578 
80,671 
40,599 
77,878 
100,308 
162,938 
_199,704 | 
7 
| 
9g 7 
mn 
“ ee | 
h 
f- 
e 
Is 
n 
e po 
, a 
| po ee 


A new gimmick in association 
questionnairing has been intro- 
duced by National Industrial Ad- 
vertisers Association in connection 
with its comprehensive study of 
industrial advertising budgets. 
Eager to get as near 100% coop- 
eration from industrial advertisers 
as possible, the association has 
enlisted the aid of industrial bus- 
iness papers, asking them to have 
their salesmen talk up the need 
for the survey when they call on 
industrial advertisers, and urge 
them to fill out the detailed ques- 
tionnaire. 

ee e @ 

With the economic picture be- 
ginning last winter to look some- 
what mixed, the New York News 
—which had piled up a record 
32,000,000 lines of advertising in 
the year 1948—decided anyway to 


(Advertisement ) 


New Production V. P. 


G. F. Weis has been appointed vice 
president and works manager of the 
Univis Lens Company in Dayton, Ohio, 
largest maker of multivision lenses. “I 
long ago developed the habit of read- 
ing The Wall Street Journal because 
it presents important news in such a 
manner as to provide the best basis 
for immediate decisions on a multitude 
of problems,” Mr. Weis states. Mr. 
Weis is one of 24,505 vice presidents 
(out of a daily reading audience of 
233,123) who look to this business pub- 
lication to tell them what is happening 
in the business world. If these people 
are important to you, you should ad- 
vertise to them in The Wall Street 
Journal. 


shoot for an 8% increase in 1949. 

In the first half of 1949 the 
News carried 17,439,863 advertis- 
ing lines, a gain of 12.2% from 
the 15,546,738 in the first half 
of 1948. 

Next September the Sunday 
News will be able to expand the 
rotogravure section of its “country” 
edition from the present 32 pages 
to 64. The “country” edition 
totals about 2,000,000 or 40% of 
the total Sunday News circulation 
of about 4,400,000—“city-subur- 
ban” amounting to 2,400,000. 

Later the 64-page gravure sec- 
tion will be extended to the city- 
suburban edition. 

es oa 

Life is now on the newsstands 
in a number of eastern and mid- 
western cities Thursdays instead 
of Fridays. The cities are New 
York, Philadelphia, Boston, Bal- 
timore, Washington, Chicago, De- 
troit and Cleveland. 

ee e« @ 

Business Men’s Assurance Co., 
Kansas City, Mo., on its 40th an- 
niversary in June spread itself 
to two-column ads in the six 
magazines in which it has been 
running single columns for the 
past eight years (American Maga- 
zine, Better Homes & Gardens, 
Fortune, Ladies’ Home Journal, 
The Saturday Evening Post and 
Timé). 

Returns from this additional 
expenditure, reports Jack R. Mor- 
ris, director of advertising and 
publicity, have been so gratify- 
ing that Business Men’s is seri- 
ously considering a substantial in- 
crease in its ad budget for 1950. 
R. J. Potts—Calkins & Holden 
handles the magazine advertis- 
ing. 
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Capital Airlines this month will 
open a campaign built around its 
adoption of Girard-Perregaux 
Swiss watches as the company’s 
official timepiece. The joint pro- 
motion, first shift in Capital’s ad 
strategy since it introduced the 
unusually successful midnight air- 
coach service, will use copy in 110 
dailies and 40 college publications. 

In addition, it will use trade 
publications, spot announcements 
on 47 stations, a direct mail cam- 
paign, jewelry store display cards, 
book matches, and outdoor posters, 
car cards and neon signs in metro- 


SUPERIORITY COMPLEX 


My husband, advertising manager of the Ding-Bat Company, used to be a 
nice fellow with just enough of an inferiority complex to make him easy to live 
with. Since he picked KXOK, sales have gone up so fast my husband thinks 
he’s the smartest advertising manager in town. Now he has a superiority com- 


plex and he’s positively obnoxious. 


Dear Unhappy Wife: 


Unhappy Wife 


Maybe KXOK should have the superiority complex instead of your husband. 
During March, 1949, KXOK was within share of audience striking distance of 
first place in St. Louis. Briefly, this means KXOK delivers more Hooper audi- 
ence per dollar than any other St. Louis network station. No wonder Ding-Bat 
products are going to town. When your husband checks KXOK’s low-cost- 
per-Hooper point, KXOK’s wide coverage, and KXOK’s low-in-St. Louis 


rates, he’ll be even cockier! 


Basic ABC 


5,000 Watt« 


KXOK, St. Louis 


630 on the dial 
A “John Blair" statien 


politan centers east of the Mis- 
sissippi. 

The “official timepiece” idea, 
incidentally, has been used by 
most U. S. airlines at one time or 
other. American Ajrlines has 
adopted Bulova; Chicago & South- 
ern and Braniff use Waltham; 
Delta has Benrus; TWA _ uses 
Gruen, and United Air Lines time- 
tables feature Elgin. 

Eastern Airlines cooperated with 
Longine-Wittnauer several years 
ago, when Longine sponsored the 
Captain Eddy Rickenbacker radio 
show. However, Hamilton Watch 
Co., having used the slogan “the 
timepiece of railroad accuracy” 
for many years, appears to prefer 
terra firma. 


Ralph Hardy Named 

. ’ 
Director of NAB’s 
Audio Division 

WasHINGTON—One of the key 
posts in the “streamlined” Na- 
tional Association of Broadcasters 
last week went to Ralph W. Har- 
dy, 33-year-old assistant program 
director of KSL, Salt Lake City. 

Mr. Hardy, who has been chair- 
man of NAB’s committee on edu- 
cation standards, is to be director 
of the audio division, one of the 
two major NAB divisions visual- 
ized in a reorganization plan ap- 
proved July 24. 

Under the plan, the audio divi- 
sion, and its twin, the video divi- 
sion, are to be supplemented by six 
service units—legal, engineering, 
government relations, public rela- 
tions, research and employer-em- 
ploye relations. 


ws Meanwhile, resignations from 
staff members continued to come 
in. 

Harold Fair, who organized the 
NAB’s program department two 
years ago, confirmed his impend- 
ing departure. “The recent action 
of the NAB board of directors, 
abolishing the program depart- 
ment, naturally resulted in some 
effect on me,” Mr. Fair said. “I 
was abolished, too.” 

Mr. Fair’s assistant, Ben Miller, 
was also “abolished,” and a num- 
ber of employes in each of NAB’s 
departments were job-hunting, as 
the sharp budget cut implied in 
the “streamlining” went into ef- 
fect. 

Previously, NAB had announced 
the resignation of A. D. Willard, 
whose $25,000-a-year job as exec- 
utive vice-president was abolished, 
and Roy Howard, who had been 
director of the department of en- 
gineering. 


Television Unit Formed 


Ralph Chesse, marionettist, has 
established Ralph Chesse’s Marion- 
ettes, television unit, at 718 Mis- 
sion St., San Francisco. The new 
unit offers workshop facilities and 
a stage designed for taking movies 
for video spots or serials. Mr. 
Chesse recently has been produc- 
ing special plays, advertising road 
shows, exhibits and fairs, and for 
ten years operated San Francisco’s 
Marionette Guild. 


Ad Group Changes Name 
The Twin City Industrial Adver- 
tisers Association has reorganized, 
changing its name to Minnesota 
Industrial Marketers. Steve Brown, 
advertising manager, American 
Hoist & Derrick Co., St. Paul, has 
been elected president. Other of- 
ficers include Eugene Fowler, Al- 
fred Colle Co., vice-president, and 
George Murdoch, E. W. Sann & 
Associates, secretary-treasurer. 
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National Nielsen-Ratings of Top Radio Programs 


Week of June 19-25, 1949 


All tigures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Point 
Rank Rank Program (000) Rating Chang: 
EVENING, ONCE-A-WEEK 
1 a I PL EE Feet 6,323 16.1 —2.) 
2 6 ME ss dk ac csnve sesedes 5,027 12.8 —1) 
3 7 ne, sees dee dels Vooe’ 4,674 119 —O.5 
4 4 IE EE re ey 4,438 11.3 —2.§ 
5 3 I 4,281 10.9 —.: 
6 5 Cg ES SEE) eee ee 4,202 10.7 —3.: 
7 2 EE ES ED Ser ne 4,202 10.7 —4,! 
8 17 IE ea A. Seka iwenee ve beer 4,085 10.4 1 
9 9 ee ee a. 8... awe cbowekudee 3,888 9.9 —2.! 
10 21 ee eee. bk pce viedscaves 3,731 9.5 —1 
ll 8 I Pen os os sci cncecvacene 3,692 9.4 3 
12 26 EE 3,692 9.4 —0_ 
13 22 EE oc oc bbbvepecocesucdhees 3,692 9.4 —L1( 
4 20 ke 2. = ee era ees 3,653 9.3 —1.: 
15 24 ey GD G Pura ttle fs Bla ee chudered canineéO 3,653 9.3 —1) 
16 18 Died Hy BE es ok wcwe Rei ve oecc veer 3,613 9.2 —1L4 
17 10 -Snk-e. ceed oa cons 03740?) 0040 Ue vhs 3,574 9.1 —3.0 
18 ll MEE . GG ged Wat ee dane needs bs <elen 3,535 9.0 —3.0 
19 14 CT Ac. of a tweeete hb tna bewe ei teen 3,495 8.9 —19 
20 15 EEE cic de tcntrs bhadeaha teed s Gah sees 3,495 8.9 -—1.8 
EVENING, MULTI-WEEKLY 
1 1 OR 28 Pe a ee ee ee 2,749 7.0 —10 
2 3 TM. .cactin teeta ikveudet eds bow ths abe 2,553 6.5 —0.9 
3 2 Pr Oe  vcdlecveedeuncedetatheedtcevdles 2,435 6.2 —13 
WEEKDAY 
1 1 Arthur Godfrey (Ligg. & Myers) ............055. 3,731 9.5 —04 
2 3 ee TIN Oe 0. WV bo xeeiccced ctaviees 3,221 8.2 —1.0 
3 2 er 3,181 8.1 —12 
4 5 By, MD. I Fd Cote ccc cecerccsosseces 3,103 7.9 —0.7 
5 8 Se GE MD onc cuddan cbse aceaveens 3,024 7.7 0.0 
6 6 i eS oo a. 1. ae peed be Ose de eanae 3,024 7.7 —0.7 
7 4 ES oo oct cv dacwentoe nes habeas 2,906 7.4 —l4 
8 12 OL eeu. dic adenseseceveeneepe 2,828 7.2 —0.3 
9 10 i + nS owe). 5 Savdctas vel was vets 2,789 7.1 —0.5 
10 15 i a WE tine si weg cee beret aanaentet 2,789 7.1 0.0 
11 7 a his x ah iaceaWd sé dvk Paw beh eee 2,789 7.1 —0.9 
12 18 ee ee CD ci des chncce's cpend panies 2,789 7.1 +0.3 
13 9 I, eRe Ws up 04 che dew vdes e¥aesnes ¥i 2,749 7.0 —0.6 
14 17 Ret Bae Ge. BOD. «onc ce ccceceeccctvecs 2,710 6.9 0.0 
15 22 Romance of Helen Trent ..........--0eeceeeees 2,710 6.9 +0.4 
DAY, SATURDAY 
1 2 Ra TE °c kone dade eee ws oyadeeoe 3,653 9.3 +1.0 
2 3 Oh eee 3,613 9.2 +0.9 
3 1 pn SE y's 8 4.b be res ahavinnsds (bons 3,181 8.1 —0.4 
DAY, SUNDAY 
1 1 le Oe Te hs cave ch ob tbat eovedoawvesecsed 2,121 5.4 +0.6 
2 5 PE BE EUR i vakonc oct crice Cig akaned>s 1,650 4.2 +0.6 
3 3 OE: Mn sd udbeley con 0h 000 o5.00 bean 1,571 4.0 —0.3 


Mystery Shows Slip 
on Nielsen Report, 
Radio Usage off 12% 


Cuicaco—Mystery shows weak- 
ened slightly in the period covered 
by the latest Nielsen report. All 
ten of them showed declines in 
listenership and half of them 
moved downward on the top 20 
evening show listing. 

Total radio usage in the even- 
ing hours was 17% below the 
level of the last report, daytime 
listening was off 7% from the 
week of June 5-11, 1949, and total 
radio usage was 12% lower than 
a year ago, when the Republican 
national convention was in session. 

One of the more unusual year- 
to-year contrasts, not shown in 
the regular schedule, was the dif- 
ference in listenership for the 
Walcott-Charles fight on Wednes- 
day, June 22, 1949, and the Louis- 
Walcott fight on Friday, June 25, 
1948. 


ws The Nielsen-Rating for Walcott- 
Charles was 28.4%, while a year 


ago, during the Louis-Walcott 
fight, the Nielsen-Rating was 
57.8%. 


On the latest Nielsen top 20 
show list, Lux Radio Theater led 
the parade, well ahead of Lever 


Bros.’ ‘““My Friend Irma.” Walter 
Winchell (Kaiser-Frazer) moved 
up from seventh to third position, 
and “Mr. District Attorney” (Bris- 
tol-Myers) clung to its fourth 
place position, after moving up 
from 24th place on the preceding 
report. Not a single program in the 
elite group showed a gain in lis- 
tening. 


Biow Appoints Beirn 
Executive Vice-President 


Kenneth Beirn has been ap- 
pointed executive vice-president of 
Biow Co., New York. He has been 
a vice-president 
of the agency 
since September, 
1948. 

Prior to joining 
Biow, Mr. Beirn 
was vice-presi- 
dent and execu- 
tive manager o! 
the New York of- 
e fice of Dancer. 
— Fitzgerald-Sam- 
ple. and befor: 
that he was as 
sociated witl 
Grant Advertising. 


Kenneth  Beirn 


Fawcett Appoints Smith 

Arthur Smith, formerly Sa 
Francisco manager of Ralph Har 
ker & Associates, has been ap 
pointed Northern California an 
Pacific Northwest manager of 
Fawcett Publications. 


Lewyt Prepares Films 

Lewyt Corp., Brooklyn, manu-| 
facturer of vacuum cleaners, has | 
prepared commercial films dem- | 
onstrating the Lewyt cleaner for 
7,000 dealers on a _ cooperative 
basis. Jack Barry, Motion Picture 
Associates, New York, made the. 
films with Audio Productions, New | 
York. Hicks & Greist, Inc., New | 
York, handles Lewyt advertising. 
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Miller Brewing 
Runs 72 Pages 
in Supplements 


MILWAUKEE—Miller Brewing Co. 
ran a 24-page tabloid supplement 
ii the July 19 Milwaukee Journal 
end a 48-page special tabloid sup- 
; lement in the July 20 Milwaukee 
Sentinel to celebrate the dedica- 
ton of three brewery buildings, 
the major portion of a three-year 
$12,500,000 expansion program 

Decision to run the special sec- 
tions was made June 28. [n the 
three weeks between the decision 
and the press run, drawings were 
made and submitted, color plates 
prepared and space sold. In addi- 
tion, all of the editorial material 
and photographs included in the 
section were prepared and exe- 
cuted in that interval. 

All of the space (including a 
separate 4,480-line double truck in 
the regular sections of the Mil- 
waukee Sentinel) was paid for, al- 
though newspaper personnel han- 
dled all photos and editorial copy. 


s Congratulatory advertising in 
the sections included insertions of 
Miller suppliers, distributors and 
dealers, plus Milwaukee auto deal- 
ers, manufacturers, retailers, ad- 
vertising companies, the Milwau- 
kee Baseball Club, American 
Broadcasting Co., and Lawrence 
Welk and the cast of his “‘Miller’s 
High Life Review.” 

Most unusual copy in the sec- 
tions were full-page ads placed 
by competitive breweries con- 
gratulating Miller on its new plant. 
G. Heileman Brewing Co., La 
Crosse, Wis., (Old Style Lager) 
ran a page in the Journal headed: 
“The Heileman Grenadier Toasts 
the Lady on the Moon” (referring 
to the trademarks of the two com- 
panies). 

M. K. Goetz Brewing Co., St. 
Joseph and Kansas City, brewer 
of Country Club beer, took a page 
in the Sentinel section, headed 
“From one old timer to another 
..in our 90th anniversary year, 
we congratulate the Miller Brew- 
ing Co,” 


a Editorial copy for the tabloid 
sections covered the history of the 
brewery, contrasted old methods 
and new, recalled highlights of 
the past and anecdotes about the 
brewing company. 

Featured throughout, especially 
on the four full-color pages in 
the supplements, were the three 
buildings, the brew house and 
grain elevator, the stock house, 
and the bottle house. Completion 
of the expansion program, begun 
in 1945, permits the brewery to 
double production to an estimated 
|,500,000 barrels of beer annually. 

Several hundred prominent per- 
sons, including Wisconsin’s Gov- 
ernor Rennebohm and Milwaukee’s 
Mayor Zeidler, participated in the 
ledication ceremonies. 


Dunham Will Manage China's 
“irst Commercial Station 


Edwin Dunham, NBC producer, 
las taken six months’ leave of 
ebsence to launch China’s first 
commercial radio station, which 
Will begin operations in Macao 
soon. Radio Enterprise of Macao 
l.itd., Hong Kong, owns the sta- 
tion. 

Mr. Dunham visited China brief- 
ly in April when he accompanied 
the late Robert Ripley on a search 
for “Believe It Or Not” items for 
television. 


Handbook'’s Size Corrected 


In the July 18 issue, ADVERTISING 
‘AGE reported that the over-all page 
‘imensions of the 1950 edition of 
the annual “Modern Plastics En- 
‘yclopedia and Engineers’ Hand- 
Look” was 834x12%”. The correct 

ver-all dimensions are 8%x11%”. 


In Our 90th Anniversary Year 
We Congratulate 


THE MILLER BREWING CO. 


Upon the Completion of Their 
Great Plant Expansion Program 


* 


oe ee 


St. Joseph and Kanses City, Mo. 


Gon 


The 
Heileman 
Grenadier 
Toasts the 

Lady on the Moon 


Hearty congratulations co the Maller Brewung 


Company and 0 Presdent, Fredenck C Maller 
Your program of expansion sa symbol of progress 
that docs cred to out great Suase of W rconun 


Sencere good wishes from the brewers of 


HEILEMANS 


Old Style Lager 


GO MEILEMANM BEEWING COMPANY, LA CROSSE, WISCONSIN 


NOD APPROVAL—Most unusual feature of Miller Brewing Co.'s two tabloid news- 

paper special sections announcing the dedication of its new brewery buildings 

were full pages run by competitors congratulating Miller on its new plant, which 
permits the company to double its annual production of beer. 


Experimental Color 
Videocasts Okayed 


WASHINGTON—Experimental col- 
or television broadcasts by two 
additional stations were approved 
by the Federal Communications 
Commission Tuesday, making a 
total of four TV stations which 
will make color tests during the 
coming months. 

Most recent authorization is for 
WMAL-TYV, here, to pick up and 
rebroadcast color broadcasts which 
will originate on WMAR-TYV, Bal- 
timore, between 10 a.m. and 2 
p. m. on Aug. 17, 18 and 19. 

Dealing with surgical and med- 
ical procedures originating at Johns 
Hopkins University, Baltimore, the 
WMAL-TV and WMAR-TV proj- 
ect is to be transmitted by radio 
to a medical convention at the Na- 
tional Guard Armory here, and 
to be reproduced on special re- 
ceivers. 


s In addition to WMAR-TV, FCC 
previously has authorized color 
tests by WCBS-TV, New York. 
Tuesday it also cleared the way 
for tests over a 60-day period be- 
ginning Aug. 1 by W3XEP, exper- 
imental RCA station on Channel 
10. 

The color tests cannot be picked 
up by ordinary TV sets, but special 
receivers and adapters are being 
distributed to industry observers 
in the hope that data on color 
transmission will be sufficiently 
complete for use at FCC television 
allocation hearings begining Aug. 
29. 

The Baltimore test is in cooper- 
ation with CBS, utilizing the 20 
special color receivers provided 
by Smith, Kline & French Labora- 
tories for a demonstration at the 
recent American Medical Associa- 
tion Atlantic City convention. 


Columbia Reassigns 
Sales Staff Members 


Richard C. Elpers has been 
named manager of Radio Sales, 
CBS spot sales division, in Los 
Angeles. He formerly was with 
the Detroit office of Radio Sales. 
Henry R. Flynn, who previously 
headed the Los Angeles office, will 
transfer to the New York office of 
Radio Sales Aug. 15. 

Edwin Buckalew, Columbia 
western division manager of sta- 
tion relations, has been appointed 
manager of Radio Sales’ San Fran- 
cisco office. Milton F. Allison, for- 
merly sales manager of WLWT, 
Cincinnati, will join the New York 
staff of the network’s station rep- 
resentative division. 


To St. Georges & Keyes 


The Baltimore office of St. 
Georges & Keyes has been re- 
tained to handle the advertising 
of V. Arena & Sons, Norristown, 
Pa., maker of Conte Luna macaroni 
and spaghetti products, and Foster- 
Porter Enterprises, Inc., Baltimore. 


‘Kaleidoscope’ 
Founder Readies 
Another Magazine 


New YorkK—Arthur Collins, 
whose Kaleidoscope (“15 maga- 
zines in one” fashion publication) 
folded last fall shortly after he 
retired from its management, is all 
set to try again. 

This time it is America’s Scrap- 
book, to be published by the newly 
organized Collins Publishing Co., 
Inc. The publication would start 
out early next year as a $2-a-copy, 
$6.50-a-year quarterly, with an im- 
mediate paid circulation objective 
of 200,000. If circulation expanded, 
it would become a $1.25-a-copy 
monthly. 

America’s Scrapbook is planned 
as slightly larger in size than For- 
tune, printed on fine quality pa- 
per, and “profusely illustrated by 
the world’s best in art and photog- 
raphy, written by the most bril- 
liant authors,” and embracing “the 
best in literature, art, entertain- 
ment, humor, travel, science and 
industry.” 

Page rate for 200,000 guaranteed 
circulation as a quarterly has been 
set at $2,800 for b&w, $3,900 for 
four colors. 


es Worthen Paxton, formerly art 
director of Life and Fortune, as- 
sistant managing editor of Life 
and president of Norman Bel 
Geddes, Inc., will be managing edi- 
tor. Gene Kuefner, former circula- 
tion director of Look, will be cir- 
culation director, and Rowe S. 
Giesen, former promotion director 
of Kaleidoscope, will occupy the 
same position with the new pub- 
lication. Others are reported to 


have been picked, but cannot be 


announced. 

Two actions brought in the su- 
preme court of New York by Mr. 
Collins against former associates 
on Kaleidoscope are now pending. 
They seek damages of $3,500,000 
in connection with the decline and 
demise of the fashion publication. 


Agency Group Elects Newman 


M. Thayer Newman, founder 
and president of Newman, Lynde 
& Associates, Jacksonville, Fla., has 


been elected president of the First) 
Advertising Agency Group. Henry} 


Mayers, head of Mayers Co., Los 
Angeles, has been named vice- 
president and Milton Simon, of 
Simon & Gwynn, Memphis, has 
been named secretary-treasurer. 


Opens Blotter Contest 


Standard Studios, Inc., Chicago, | 


photographic service, has an- 
nounced its first annual blotter 
design competition, which is open 
to professional and advanced stu- 
dents. Twelve cash awards will 
be made, the first prize being 
$100. Entries must be in by Sept. 
6, and the winners will be an- 
nounced by Oct. 1. 


Von Morpurgo Names Hill 


Milton C. Hill, formerly editor 
of Trailer Life, Los Angeles, has 
been named an account executive 
of the Los Angeles branch of Hen- 
ry von Morpurgo, Inc., public re- 
lations and advertising firm. 
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Eversharp Promotes Graves 


Quartus P. Graves, assistant 
regional manager, has been named 
eastern regional manager of Ever- 
sharp, Inc., making his headquar- 
ters in New York. Succeeding An- 
ton Love, who resigned, Mr. 
Graves will be in charge of sales 
of shaving and writing products 
of Eversharp in the northeastern 
area of the U.S. 


Spark up your selling 
message with a new 
visual factor... use 
3-Dimensional Typo- 
Art for that visual lift! 


Q We design, set 


type, and supply 
specialized work 
for advertising 


MANN GRAPHIC ARTS 


Mount Morris . titineis 


knife and key-chain combi- 
nation does a daily selling 
job. Slender and different in 


tho’ entirely practical 
for men. Simply twist the 
polished aluminum barrel 
to open, reverse the 
blade, then twist and 
lock into position illus- 
trated. Positively safe 
in the pocket or purse. 
. 

Proven Premiums 

bring 
Volume Results 


Write for samples, dise 


Your name in every 
customers hands 


@ GOV cece 


Your name, on the Princess, a new 


design, compact with a fine sur- 
gical steel blade, the Princess 
is unusually suitable for women, 


ounts, and data on the Princess 
and other related items 
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The key word of our economy today, 
DISTRIBUTION. As this problem looms 
larger and larger so does the retailer loom 
larger and larger as MR. BIG! The retail 
counter is where the forces of buying and 
selling finally meet. Right here it will be 
determined how much industry will produce 
and how many people it will employ. No 
manufacturer can hope to achieve effective 
distribution, without getting the coopera- 
tion of the retailer. He’s the primary link 
in the distribution chain. 


you cAN’T Force MAR. BIG 
—HE’S GOT PLANS OF HIS OWN 


Part of the job rests with national consumer 
advertising ... but it is hazardous economy 


to expect the consumer compaign to give 


ONCE MORE THE RETAILER Is .M R. B G! I 


retailers the information they want... or to 
force them to promote your product. They 
know their own strength! 


Retailers bring into their stores annually 
more consumers than most manufacturers can 
afford to reach, with all their advertising. They 
talk to millions of readers of daily news- 
papers through their OWN CONSUMER 
ADVERTISING and many are big buyers of 
radio and television time. More than that, 
through their trained sales staffs they can 
make or break a product at the point of sale. 
You therefore cannot sell 5,000 retailers by 
talking exclusively to five million consumers. 


Trade advertising ...the business educa- 
tion and information of retailers . . . must be 
brought into play to influence and win their 
cooperation. 


FOR CONSTRUCTIVE RETAIL 
COOPERATION, USE THE HAIRE 
PUBLICATION OF YOUR FIELD! 


The more than 40,000 (ABC) readers of the 
HAIRE trade publications represent the cream 
of America’s retailers. To have good sound 
distribution in any of the 10 fields served 
by a HAIRE publication, these are the retail- 
ers you must sell. 

Each HAIRE publication gives all the 


timely information in ONE specific field --[: 


gives it completely, exclusively, authorite- 


tively. That’s why retailers show marked} ™ 
interest in every page of their own specia |: 


ized HAIRE publication including the adver- 
tising pages. Here you can influence them. . 
here you can give them the trade informatio 

on your product to win their cooperation. 


Send for full data on the market you wish to reach. 


More Effective. . . because They’re More Sell-ective . . . HOUSE FURNISHING REVIEW + HOME FURNISHINGS MERCHANDISING 
LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL - CORSET AND UNDERWEAR REVIEW + INFANTS’ AND CHILDREN’S REVIEW 
HANDBAGS & FASHION ACCESSORIES + LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW - COSMETICS AND TOILETRIES 


GAVE \@ bem PUBLISHING COMPANY + 1170 BROADWAY, NEW YORK 1, N. 
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